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Rough Proofs 


It's a question whether the ap- 
pearance of the Marshall Field & 
Co, clock on the front cover of 
the current SEP was timely or 
un-. The clock doesn’t strike, but 
some of the employes did. 

ee a 

In reporting the introduction of 
the new John C, Roberts shoe by 
Friedman-Shelby, ApvVERTISING 
Ace referred to it as an unveiling, 
put maybe something should have 
peen said about a kick-off. 

vvey 

Ford is planning to make big 
use of movies in its sales pro- 
motion program, but the new car 
itself will provide a very moving 
picture for anxious prospects. 

- ) we 

Gladys the beautiful reception- 
ist says she sees that Wyeth is 
running ads praising receptionists 
in doctors’ offices, and she doesn’t 
see why JWT, Y&R, BBDO and a 
few others don’t get the point. 


. os v 
Mason L. Ham has just moved 
from BBDO to Doremus & Co., 
and it seems too bad that Armour 
or Swift didn’t have some infor- 
mation about his impending 
change. 
i Se 
A leading manufacturer of elec- 
tric heating furnaces wants a man 
who writes fluently and with ease. 
Anybody ought to be able to get 
hot working on that kind of cam- 
paign. 
x = = 
President Truman’s wage-price 
policy seems to be based on the 
interesting theory that when the 
irresistible force meets the im- 
movable object, nothing happens. 
v 
ADVERTISING AGE ran a news 
item about Serutan, and set the 
head backwards. This is stealing 
the corny stuff of the corniest of 
the radio comics. 


7 & 

W. A. Wecker, president of 
Marquette Cement, wrote the copy 
for a public relations ad explain- 
ing its profit and wage situations. 
Have you a president whose copy 
you would be willing to okay? 

, v 

Radio is getting ready to cele- 
orate its twenty-fifth birthday, but 
With all its descendants like FM 
and television already on the 
scene, the least it can do is to don 
some long gray whiskers. 

vy v 

After listening to the radio 
talent pronounce it, the kids who 
went in for tricks and treats Oc- 
tober 31 must have been con- 
Vinced that they were celebrating 
Hollowe’en. 

7° = v 
DVERTISING AGE says that it 
s as if Uncle Sam will be one 
ie country’s largest advertisers 
het year. Wonder if his copy 
Wil have to run the usual gaunt- 
f FTC’s lynx-eyed examiners. 


nt 


, ee v 
Chicago advertising execu- 
is looking for a cheerful, keen- 
ty d gal with an appetite for 
Work. It’s the usual 8 to 5 that 
Wiat he’ll get is a gal with an 
ap etite. 


Copy Cus. 


AGE. 


as pleased as we are. 


No More ‘Hard Way’ Issues! 


This week, for the first time since our Oct. 1 issue, we are 
able to produce something resembling a “normal ADVERTISING 


With the typographic strike settled, and our print shop get- 
ting back into full motion, we have returned to letterpress and 
linotype, and to our own typographic style, which should be a 
welcome relief to strained eyes. 

With this final “strike communique,” 
dispense with these front-page explanations. We hope you are 


we shall also be able to 


Feuding on the Food Label Front 


Canners Officially Push 
Descriptive Label Drive 


A, B, C, Graders Set Up New National 


Brand in Drive for Greater Sales 


Washington, Nov. 2.— Brand- 
ishing endorsements from five 
leading distributor associations, 
the National Canners Association 
is reviving its descriptive labeling 
program after a wartime hiatus, 
with a drive to induce the nation’s 
2,500 canners to improve their 
labeling for the new season. 

Renewal of activity in behalf 
of better labeling will be an- 
nounced this week-end by E. B. 
Cosgrove, chairman of the NCA 
labeling committee, which had 
been meeting quietly with rep- 
resentatives of the distributor 
groups during the past spring and 
early summer in the hope of or- 
ganizing a united front within the 
food industry in support of the 
program. 


Approve Terminology 


As a result of the meetings, Mr. 
Cosgrove had obtained resolu- 
tions of support from the execu- 
tive committees of the National 
American Wholesale Grocers As- 
sociation, National Food Brokers 
Association, the board of gover- 
nors of the United States Whole- 
sale Grocers’ Association and the 
executive board of the National 
Association of Wholesale Groc- 
ers, all specifically approving 
labeling terminology recom- 
mended to canners for voluntary 
use by the NCA. 


Make Consumer Studies 


In addition, the executive com- 
mittee of the National Associa- 
tion of Food Chains has agreed 
that “the program sponsored by 
the National Canners Association, 
in cooperation with representa- 
tive distributors, to develop uni- 

(Continued on Page 60) 


Adman Grant Gets 


carved chessmen. See 
‘Getting Personal,’ Page 
40. Other features: 


Editorials 12 
Feature Page 43 
Information for Advertisers 12 
In Washington 44 
Obituaries 6l 
Photographic Review 63 
Private Lines 54 
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Voice of the Advertiser. . 50) 


San Francisco, Nov. 1.—A group 
of canner members of U. S. In- 
spected Foods Educational Serv- 
ice, New York, has organized Cer- 
tified Foods, with offices at 260 
California St. here, and will adopt 
and promote a Your Certified 
brand of food products. Dwight 
Paulhamus is sales director, work- 
ing under a governing board of 
five members. 

Members of U. S. Inspected 
Foods, said to number about 80 
canners, represent a fairly small 
segment of the canning industry, 
their greatest point of agreement 

(Continued on Page 60) 
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‘New CAB’ Starts to Fight 
for Radio Research Lead 


$50,000,000 “46 


Radio, Appliance 
Ad Budget Likely 


AA Survey Shows 
Extreme Variance 
in Campaign Plans 


Chicago, Nov. 1.—Despite sev- 
eral important unpredictables, a 
survey by ADVERTISING AGE of 
advertising plans of radio and ap- 
pliance makers definitely indi- 
cates all-time record promotion 
expenditures by these manufac- 
turers next year totaling about 
$50,000,000. 

This estimate of 1946 advertis- 
ing and sales promotion outlays, 
based on survey questionnaires 
returned, on records of past and 
current advertising in major 
media and other records, may be 
broken down as follows: Expendi- 
tures for magazine space, $15,- 
000,000; in newspapers, $10,000,- 
000; radio time, $5,000,000; dis- 
plays, direct mail, etc., $8,000,000, 
and $12,000,000 or more paid to 
jobbers and retailers as advertis- 

(Continued on Page 57) 


Last Minute News Flashes 


Motter Leaves Byoir for Kaiser-Frazer Post 

Detroit, Nov. 2.—O. B. Motter, vice-president of Carl Byoir & Asso- 
ciates, New York public relations firm, today was elected vice-president 
in charge of public relations, advertising and sales promotion of both 
Kaiser-Frazer Corporation and Graham-Paige Motors Corporation. Mr. 
Motter, for 10 years a Byoir executive, will continue his vice-presi- 
dency with that organization on an inactive status. 


LeVally, Shaw Leave Burnett, Form Own Agency 
Chicago, Nov. 2.— Norman LeVally and Jack Shaw, formerly ex- 

ecutives of Leo Burnett Company, today anneunced formation of a new 

agency, Shaw-LeVally, Inc., effective Nov. 15, with temporary offices 


at 209 S. LaSalle St. 


Accounts will be revealed later. 


Stetson Directs Coast Shell Advertising 

San Francisco, Nov. 2.—Robert D. Stetson, with Shell Oil Company 
since 1922, most recently as vice-chairman of Shell’s general planning 
group, has been appointed manager of the company’s advertising and 


sales promotion department. 


He succeeds R. G. (Bud) Landis, who 


has been naméd manager of a newly-created motion picture depart- 


ment. 


International Vitamin Corp. Appoints Jones Agency 

Cincinnati, O., Nov. 2.—The Ralph H. Jones Company, Cincinnati 
and New York, has been appointed to handle the advertising of the 
International Vitamin Corporation, division of American Home Prod- 
ucts, Inc. Newspapers, magazines, trade publications and medical jour- 
nals will be used in a campaign starting Nov. 11. 


Fleishmann Starts Gin Campaign 
New York, Nov. 2.—Fleischmann Distilling Corporation has started 
the first newspaper campaign in more than a year for Fleischmann’s 


gin. 
papers in 79 cities. 
magazines after Jan. 1, 


is the agency. 


Plans call for 525, 400 and 200-line insertions in 112 daily news- 
Account will use additional space in national 
with additional newspaper space planned for 
Fleischmann’s whisky at the same time. 


Ted Bates, Inc., New York, 


Two-Day Ford Orders Total 326,840 Cars 


Detroit, Nov. 2.—Ford Motor Company is using every newspaper in 
the country for 1,000-line ads sans art which assert that crowds in 
dealers’ show places on “V-8 Day” equalled those which greeted the 
introduction of the first Model A in 1927, when showroom attendance 


passed the 10,000,000 mark. 


“They backed up their acclaim with ord- 


ers—326,840 on V-8 Day, Oct. 26, and Saturday, Oct. 27,” the ad says. 
(Additional News Flashes on Page 2) 


Issues Ist Promotion 


Book in 15 Years; 
May Advertise 


By LAWRENCE M. HUGHES 


New York, Nov. 1.—The Coop- 
erative Analysis of Broadcasting 
has begun, at long last, to meet 
vigorously the onslaughts of such 
aggressive “newcomers” in radio 
audience measurement research 
as C. E. Hooper, Inc., and A. C. 
Nielsen Company. 

For the first time in its 15 years 
CAB, the pioneer—and until the 


START PROMOTING — Ben 
BBDO, new chairman of the Coopera- 
tive Analysis of Broadcasting, left, and 
A. W. Lehman, now president, under 
whose direction CAB has launched a 
new drive for leadership in the radio 
measurement field. 


Duffy, 


launching of Broadcast Measure- 
ment Bureau this year the only 
cooperatively - owned nationwide 
service in this field—has pub- 
lished the first book on its opera- 
tions. 

The 48-page book, “This Is 
Your New and Expanded C.A.B.,” 
in preparation for a year, recites 
the history of the organization 
since the Association of National 
Advertisers started its first special 
study of radio program popularity 
in 1929, and the CAB was for- 

(Continued on Page 58) 


AFL Labor Union 
Invites Industry 
to Wichita 


New York, Nov. 1.—A _ labor 
union this week took advertising 
initiative to invite new industry 
into its city. 

Taking advantage of a 10-day 
conference, beginning Oct. 27, of 
the International Association of 
Machinists, AFL, District Lodge 
70 of Wichita, Kan., placed 100- 
line copy in New York newspapers 
captioned “Labor invites industry 
to Wichita.” The ad offered as 
“references” the managements at 
Beech, Boeing, Cessna and Culver 
aircraft companies to “testify to 
the wartime job” workers did for 
them. 

Interested industries are urged 
to contact J. T. Higgins, secretary- 
treasurer of Lodge 70, during the 
convention, which closes Nov. 7. 
Already, Mr. Higgins told Apvrr- 


TISING AGE, several companies 
have expressed interest. The labor 
union, in its ad which was placed 
| through McCormick - Armstrong 


Company, Wichita, calls Wichita’s 
wartime record the “nation’s best 
labor-management relations: no 
strikes or lockouts; produced more 


aircraft per capita than any other 
| city.” 
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Pontiac, Cadillac, 
Hudson Show Cars: 
Rationing Ends 


Detroit, Nov. 1—The end of 
automobile rationing this week 
went almost unnoticed here, with 
wage, price and production prob- 
lems absorbing the attention of 
car makers, In spite of the great 
pent-up demand for autos, con- 
centration on the competitive situ- 
ation is already strongly evident. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
. «+ Ist in California (rated 2nd in Retail 
Sales, ist in Auto Registry) 

- Ist in Los Angeles County (rated 8rd in 
Retail Market Area, Ist in Automotive 
Market) 

. lst to Service Stations, Car Dealers, Auto 

ern States 


The end of auto rationing 
“doesn’t alter the picture one bit,” 
a spokesman for General Motors 
Corporation observed, ‘The prob- 
lems of wages and prices are still 
the most important ones facing 
the industry,” he said. “We still 
don’t know what our parts sup- 
pliers will charge for their prod- 
ucts and for that reason we can- 
not set our prices.” 


‘Makes No Difference’ 


J. R. Davis, advertising and 
sales director, Ford Motor Com- 
pany, said his company was 
pleased by the end of rationing, 
but “it makes no difference be- 
cause our prices have not been 
set.” Ford expected, however, to 
receive OPA approval of new Ford 
prices later this week. This would 
allow Ford to lead in announce- 
ment of prices on its cars, which 
went on display Oct. 26, a week 
ahead of the new Chevrolets (AA, 
Oct. 29). 

Ceilings for two or three manu- 
facturers are expected to be ready 
this week, but OPA will not an- 
nounce them. That will be left 


to the individual companies. 

OPA officials, meeting with the 
car dealers in Washington Mon- 
day, presented results of a cost 
study to show that dealers are in 
a position to absorb manufac- 
turers’ increases up to a certain 
point. Dealers object on the 
ground that the study is based 
on information supplied by only 
300 of some 30,000 dealers in the 
nation. 

Chevrolet is introducing three 
lines, the Skymaster, its lowest 
priced offering, and the Fleetmas- 
ter and Fleetline. The Skymaster 
four-door sedan represents the 
division’s initial production. 


Chevrolet Dealers Expand 


Chevrolet revealed this week 
that 250 of its dealers are now 
expanding their quarters to handle 
increased volume of business. It 
estimates that, when the dealer 
expansion program is completed, 
10,000,000 square feet of floor 
space will have been added. 

Plymouth division of Chrysler 
Corporation, long a strong com- 
petitor in the price field dom- 


ee - im the NEWS 


In Hoosier stores, every day is Saturday now! In 


the 33 rich counties dominated by The Indianapolis 


News is an Effective Buying Income of ONE AND 
ONE-QUARTER BILLION DOLLARS in the hands of 


one and three-quarter million eager Indiana buyers. 


Where, when and how do they make up their 


shopping lists? At home—in the evening—from The 


Indianapolis News, 


That’s why your product, ad- 


vertised in The NEWS... sells faster! 


THE INDIANAPOLIS NEWS 


The Guat Hoosier Dally, Alone, Does the Newspaper Job 


NEW YORK 17 — Dan A. Carroll, 110 E. 42nd St. 


INDIANAPOUS 6 


CHICAGO 11 — J. E. Lutz, Tribune Tower 
— J. Ff. Breeze, Bus. Mgr. 


respectively. 


can Network broadcasts on those 


increased five-fold over 1945. 


headquarters in London. 


Advertising Age, November 104: 


Last Minute News Flashe: 
Affiliated Products to Doherty, Clifford & Shenfi«|q 


New York, Nov. 2.—Affiliated Products, Inc. (subsidiary of © ye). 
can Home Products, Inc.) has appointed Doherty, Clifford & She. fiel, 
New York, for Louis Philippe cosmetics and Edna Wallace }) \ppe, 
beauty preparations. The account, formerly handled by Erwin, 
& Co., represents the bulk of the $500,000 budget. Neet depilat« 
Vita-Ray cosmetics continue to be handled, for the present, by \ onrog 
F. Dreher, Inc., and Lawrence C. Gumbinner Advertising A-ency 


99) 


, asey 


and 
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PAC Wage Policy Ads Sent to CIO Groups 


New York, Nov. 2.—Political Action Committee of the CIO has gic. 
tributed a reproduction proof of an advertisement prepared by Pac 
New York, to 216 state, county and city CIO Industrial Union 
cils, urging them to place it in newspapers on Nov. 12 and 26. Copy 
explains CIO’s wage policy and is planned to tie in with CIO’s Ainer. 


oun- 


ON 


dates, supplementing small tie-jy 


copy placed by Wiltman & Pratt, Inc., Pittsburgh. 


Lehn & Fink Names Federal Agency 

New York, Nov. 2.—Lehn & Fink has appointed Federal Advertis. 
ing Agency for Dorothy Gray cosmetics. This completes the transier o; 
four L&F accounts from William Esty & Co. McCann-Erick3on yi); 
handle Hinds Honey & Almond cream and Etiquet deodorant, and Grey 
Advertising Agency, Tussy cosmetics. 


Boyle-Midway to Spend $100,000 for 3-in-1-Oil 

New York, Nov. 2.—Boyle-Midway, Inc., New York, American Home 
subsidiary, will spend $100,000 in 1946 to promote 3-in-1-oil through 
W. Earl Bothwell Advertising Agency, Pittsburgh. Budget has bee 


Hugh Mitchell to McCann-Erickson’s London Office 


New York, Nov. 2.—Hugh A. Mitchell, vice-president and director 
of McCann-Erickson, Inc., has been appointed European manager, with 


inated by Chevrolet and Ford, 
probably will not be ready to show 
its new models for another two 
months, it was learned. The Ply- 
mouths, however, will go on dis- 
play long before the new com- 
petitor in the low-price field, the 
Kaiser, which the Kaiser-Frazer 
Corporation expects to turn out 
not before March, 1946. Kaiser- 
Frazer and Graham-Paige today 
begin to occupy the Willow Run 


plant. Initial output of the me- 
dium-price Frazer is scheduled 
for Feb. 1. 


Nash Motors division of Nash- 
Kelvinator Corporation expects to 
put its low-priced “600” and me- 
dium-priced Ambassador on dis- 
play later this month. Nash is lim- 
iting its production now to four- 
door sedans of both lines. The 
“600” features greater body 
strength, eliminating a quarter of 
a ton of weight by using a single- 
unit welded steel-body chassis. 
George W. Mason, president of 
Nash-Kelvinator, predicted Mon- 
day that Nash car production will 
reach 150,000 units during Janu- 
ary, and 25,000 in June. 


Start Pontiac Shipments 


Developments in the medium 
and high-price fields this week in- 
clude first showings of the 1946 
Hudsons and Cadillacs, and be- 
ginning of Pontiac shipments, first 
to West Coast dealers who will put 
them on display at once. 

In Chicago, George H. Pratt, 
general sales manager, Hudson 
Motor Car Company, revealed to 
dealers that Hudson cars will be 
allotted on the basis of “territory 
potential” and ’41 sales. Two Hud- 
son lines, shown to dealers at the 
Palmer House there, were four- 
door models of the Commodore 
Six and Eight and the Super Six 
and Eight. The company has 
started production of six-cylinder 
models, with eight-cylinder models 
| to follow. It will next begin to 
| make broughams and club coupes, 


and finally will produce three- 
| passenger coupes and convertibles 


|RATIONING RULES DROPPED; 
AD POLICY REVAMPED 
Washington, Oct. 31—With- 
|drawal of government agencies 
|\from “rationing” of consumer 
| goods, highlighted today by the 
|decision to establish a free mar- 
|\ket for new automobiles, is fur- 
ther illustrated in the latest “‘sim- 
| plified” statement limiting adver- 


tising of scarce apparel items. 

The new revision of the “decla- 
ration of policy” on promotional 
advertising, announced by John 
D. Small, head of the new Civilian 
Production Administration, leave; 
retailers wide latitude to deter- 
mine which are “scarce” items 
subject to promotion moratorium, 
and which are “in adequate sup- 
ply,” available for normal sales 
treatment. 

While the supply of textiles and 
other apparel items will be in- 
creasing in the not too distant 
future, Mr. Small explains, cur- 
rent shortages call for conserva- 
tive selling practices by retailers. 

For the present, he urges, retail- 
ers should refrain from “scarce” 


advertising and promotions that year: 
encourage buying beyond real q 
needs of these essential scarce an 
items. uniie 
Kroger Midwest Stores the 
Add 100 Toiletry Brands wah 
Kroger Grocery & Baking Com- 
pany, Cincinnati, will distribute nums 
in about 300 Kroger stores in the 
Midwest a line of 100 nationally- prok 


known and advertised toiletries, 
L. J. Bertoli, head of the cosmetic- "FE 
proprietary division, has reveale 
Toilet goods departments will con- 


ene 

sist of five-shelf, open-faced units 9 
ing « 
phas 


Sood Paper Continues to Be Scarce. 
Use with Care! 


A SAUGERTIES, N. ea 
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gives its perspective § 
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66 


and 


wm LOSE range examination of insti- 


tutional operations during the war 


years made it obvious that hotels, schools, restaurants 
and many other types of institutions were functioning 
under extreme difficulties. Greatly increased usage of 
the limited available housing and feeding facilities, 
extraordinary material and manpower shortages and 
numerous other factors contributed to these wartime 
problems. 

“Because of the undue strain to which institutions in 
general have been subjected, it is inevitable that build- 
ing expansion and remodeling, replacement of present 
worn out and obsolete equipment and all the various 


phases of refurnishing and rehabilitation will be on a 


aa er 
A DVERTISING A GENCY 


...a,.market 
of tremendous proportions 
opportunities. ca 


33 
Richard L. Edsall, 


large-scale basis. On these operations, we were very 
much interested in INSTITUTIONS Magazine's survey, 
indicating that a huge expenditure in excess of ten 
billion dollars is planned for the immediate or early 
future. 

"From the advertising agency's standpoint this in- 
dicates a market of tremendous proportions and 
opportunities for every client whose products may be 
applicable to this field of mass housing and mass 
feeding." 

In the preceding remarks, Mrs. Hirst and Mr. Edsall 
of James Thomas Chirurg Company, New York and 
Boston Advertising Agency, have expressed their views 


of the institutional market and the possibilities it offers 


+ Records Analyzed 


| above, Mrs. H. T. Hirst, Media Director and 


Vice President in Charge of Research of James Thomas 


Chirurg Company, New York and Boston Advertising Agency, who in the ac- 
companying statement discuss possibilities for manufacturers in the ten billion 


dollar institutional market. 


manufacturers of products for this field. 

This mass consumer market which they describe as 
"of tremendous proportions and opportunities’ is 
served, in all its phases, through INSTITUTIONS 
Magazine. No other publication reaches all kinds of 
institutions simultaneously. To manufacturers and to 
their advertising agencies, INSTITUTIONS Magazine 
offers the most practical, most effective, most eco- 
nomical means of reaching all related divisions of this 
ten billion dollar market. 

For details, write to INSTITUTIONS Magazine, 1900 


Prairie Avenue, Chicago 16, Illinois, or 


Consult Your Advertising Agency 


see \nauties of Food | titations 
F Unusual Decorating | Imaneser Ou tlined \ es ee —— Each month INSTITUTIONS Magazine reaches the following big consumers 
‘arly Pr oduction Seen! Effects Achieved | a ———————— which make up the Institutional Market: 
for Service ae ems |) LL — @ HOTELS @ INDUSTRIAL CAFETERIAS 
eae : @ HOSPITALS @ COLLEGES 
e@ SCHOOLS @ RAILWAY SYSTEMS 


| CONSULT ait 


@ RESTAURANTS 

@ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 

@ YMCA's and YWCA's 

As wartime mass-feeding and mass-housing projects are discontinued the 


circulation now devoted to this coverage will be devoted to clubs, office 
buildings and foreign institutions. 


@ STEAMSHIP LINES 
@ OTHER INSTITUTIONS 
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Snow Crop to Spend 
$350,000 in 1946 


Snow Crop Marketers, Inc., San 
Francisco, will spend approxi- 
mately $350,000 next year to in- 
troduce a new line of frozen fruits 
and vegetables. Plans have not 
yet been set, but the company 
expects to use magazines, outdoor, 
motion pictures and cooperative 
daytime radio. Maxon, Inc., New 
York, is the agency. 


92% of all radio-appliance 


sales and service in the 
U. S. A. is handled by "RSD" 
subscribers. 


Advertising Space Open 
COWAN PUBLISHING CORPORATION 


342 MADISON AVE., NEW YORK, N. Y. 


Gimbels Selling 


50,000 Reynolds 
Ball-Bearing Pens 


New York, Nov. 1.—Gimbels 
department store this week has 
been selling $12.50 pens “‘guaran- 


teed to write two years without | 


refilling” like hotcakes, much to 
the chagrin of Eversharp, Inc., 
and Eberhard-Faber Corporation, 


which did not make the pens but 
claim patent rights covering 
them. 


Gimbels last week rushed 50,- 
000 of the pens by air from Chi- 
cago, where Reynolds Interna- 
tional Pen Company made the 
“miracle” ball-bearing pointed 
pens. Advertised in newspaper 
here Sunday, 5,000 of the pens 
were sold by Gimbels by 11 a.m. 
Monday. First to sell them here, 
Gimbels expects also to be first to 
sell them later in »Philadelphia, 
Pittsburgh and Milwaukee. 

The pens are _. advertised by 
Gimbels as never subject to drip- 


] ping, even in the stratosphere; to 
|write on any paper or cloth, or 
under water, and. as “the fantas- 
tic, atomic era, miraculous foun- 
tain pen that you’ve read about, 
wondered about, waited for!” 


Court Action Pending 


Those who have read about the 
ball-bearing pointed pen _ that 
uses a paste in lieu of ink, prob- 
ably read however, about Ever- 
sharp and Eberhard-Faber an- 
nouncements that they had 
bought patent rights to the pen, 
and about the anti-trust suit filed 


against the two companies by 
Reynolds (AA, Oct. 15). 
In Chicago, Reynolds spokes- 


men’ today said they have no in- 
tention of advertising the pens 
until after the first of the year be- 
cause of the huge demand at 
present. 

Reynolds is so new a company 
it is not listed in the current Chi- 
cago phone book. It was incor- 
porated in September as an out- 
growth of a partnership called 
Penmaster Company, formed last 


Advertising Age, November 5, 94; 


July. Reynolds is headed by 
Franklin Lamb, formerly a Pen- 
master Company partner and be- 
fore that with Reynolds Printa- 
sign Company in Chicago, which 
made display signs. 

Spokesmen for Eversharp and 
Eberhard-Faber said today that 
the ball-bearing pens they will 


make will all be distributed by | 


Eversharp, and will not be sold 
before next February. 


Glass Co. Names Two 


Harry W. Gleichert, formerly as- 
sistant director of sales and with 


the Columbia Chemical division | 


of Pittsburgh Plate Glass Com- 
pany, Pittsburgh, Pa., for 25 years, 
has been appointed director of 
sales of the division. John C. Lep- 
part, with the company for 11 
years and then “loaned” to the 
WPB as deputy chief of the in- 
organics branch of the chemical 
bureau, has returned to the com- 
pany to be assistant to the oper- 
ating vice-president of Southern 
Alkali Corporation, Corpus Christi, 
Tex., jointly owned by Pittsburgh 
Plate and American Cyanamid & 
Chemical Corporation. 


They read it 
“up here” 
as well as 

“down there”... 


Recently the executive and editorial staffs of INGENIERIA INTERNA- 
CIONAL CONSTRUCCION had the pleasure of a visit from a number 
of distinguished Venezuelan engineers and a New York representative 
of that government. Mr. R. L. Ellsinger, President of the Compania 
Constructora Groves-Drake, showed a film on a number of projects 


undertaken by Obras Sanitarias of the nation. 


Shown in the picture (seated from left to right) are Dr. Roberto Diaz, 
Dr. Pena Uslar, President of the Instituto Nacional de Obras Sanita- 
rias, Mr. R. L. Ellsinger, (standing left to right) Mr. U. Mondolfi, of the 


Instituto Nacional de Obras Sanitarias, and Mr. E. Curiel, Sanitary 
Engineer. 


These and thousands of others of equal importance read INGENIERIA 
INTERNACIONAL CONSTRUCCION every month as paid subscribers. 


In planning your 1946 advertising schedule, 
audience. INGENIERIA INTERNACIONAL CONSTRUCCION and the 


Latin American Construction Buyers Guide are the media. 


you want to reach this 


Business Pusrisners INTERNATIONAL CoRPORATION _ 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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} YOU'RE NOT HALF AS GLAD AS WE A 
THAT SHOE RATIONING IS Ove 


} 

| Florsheim Shoe leadership was won the hard way 
| im free and open competition — where volume was 
the reward of value and the store that sold th 


best sold the most. 


Shoe rationing was vitally necessary during wartime 
bur it wasn’t the normal way of doing business. Wc 
at Florsbeim are singularly happy it’s over 


From this day forward, Florsheim Shoes can take theur 


nghefol place in free and unrestricted compeution, 
ace again we can bid for America’s fine shoe business 
| — not 00 the basis 0! { “how many” but “how good 


Florsheim? Arie Shop, 


— 


QUICK ACTION —Florsheim Shoe 
Shops, Chicago, lost little time getting 
into print with this good news in large. 
space newspaper ads last week, hailing 
the end of rationing and the return of 
"free and open competition.” 


Send Monds Mec Beard 


Beardsley Ruml, former], 
treasurer of R. H. Macy & Co. 
New York, was elected chairman 
of the board at the annual meet- 
ing of stockholders and board of 
directors. Edwin I. Marks was 
elected chairman of the executive 
committee and Edwin R. Chin- 
lund was named vice-president 
and treasurer. Jack I. Straus wa: 
reelected president and chief ex- 
ecutive officer, and Delos Walke 
was reelected vice-president and 
secretary. Mr. Walker will con- 
centrate on public, trade and civic 
relations. 


Toy Campaign Launched 


Noma Electric Corporation, New 
York, manufacturer of Christmas 
lights and toys, has launched a 
national campaign of half-page 
color advertisements in the Sunday 
comic sections of 66 principal 
newspapers, to include three in- 
sertions, on Noma toys. In addi- 
tion, Noma is sponsoring “Uncle 
Don” on WOR, New York, Wed- 
nesday, Thursday and Friday, i 
to 5:15 p.m., for eight weeks. Al- 
bert Frank-Guenther Law is the 
agency. 


Sells Model Airplane 


Topping Models, Akron, O., has 
begun distribution, through job- 
bers only, of its new Topping 
“100” prefabricated aluminum 
model airplane. The plane can 
be quickly assembled for counter 
or window display. It will be 
nationally advertised through 
Norman E. Malone, Akron agency 
in charge of the account. 
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A Big Season for 
ST. PETERSBURG 


St. Petersburg, Florida, has 85,184 
residents (1945 State Census)—an in- 
crease of 42 percent since 1940. 


It also has accommodations for 75 
it will be 
filled to capacity this year. Whic! 
means that St. Petersburg will be « 
city of 150,000 or more for the nex! 
six months—and that means business 


000 winter visitors—and 


Be sure to include the TAMPA 
ST. PETERSBURG MARKET on you 
schedules . . . but remember that n 
Tampa newspaper has 400 averag: 
daily circulation in St. Petersburg 
To cover this important area, us« 


St. Petersburg newspapers. 


* 


ST. PETERSBURG, FLORIL 


TIMES (M & S) and 
INDEPENDENT (E) 


Reoresented nationally by 


Theis & Sim 


In Florida by V. J. Obenaur, Jr, Jacksonve 
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The prodigious harvest and prodigal use of the minerals needed to win 
World War Il have bankrupted some of our most vital mineral resources. 


OTHER DECEMBER FEATURES INCLUDE NINE GREAT SHORT 
STORIES, EIGHT ADDITIONAL AUTHORITATIVE ARTICLES AND 
ELEVEN OTHER FEATURES—ON THE NEWSSTANDS NOw, 25¢ 


Today the United States no longer deserves to be listed with Soviet Russia 
and the British Empire as one of the “Have’’ nations of the world. Here are 
the unvarnished facts and unpleasant figures about. . . 


THE WAR AND OUR 
VANISHING RESOURCES 


by Harold L. Ickes 
Secretary of the Interior 


‘or The bountiful heritage of minerals and 
oil with which we were endowed 

Rf; made us the world’s greatest indus- 

184 trial and military power. But we 

n in- have used these resources at such 

). 
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THE CROWELL-COLLIER PUBLISHING COMPANY 


one PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S AND WOMAN'S HOME COMPANION 


a rate that today we just haven't got 
the oil, copper, zinc, and mercury vital 
to the machines and munitions of mod- 
ern industry and war. How close we 
are to cutting off the limb that sup- 
ports our standard of living and mar- 
gin of security, is a timely warning to all 
who feel complacent about the “inex- 
haustible” wealth of the United States. 


OUT 
NOW 
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Mody 
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Are white-collar and professional 
workers better or worse off 
than before the war? 


What has been happening to the incomes and 
the standard of living of our 12,000,000 white- 
collar and professional workers? Have they 
been hard hit by wartime economic unsettle- 
ment? 


These are important questions . . . questions 
which The American Magazine Poll of Ex- 
perts, conducted by Arthur Kornhauser, Ph.D., 


of the Bureau of Applied Social Research, 
Columbia University, answers in our Decem- 
ber issue. 


If you’re a white-collar worker, or do busi- 
ness with this class, you will appreciate the 
active steps suggested by these experts to 
improve the economy of America’s forgotten 
millions. 


Share your American Magazine, then save it 
for the Government’s waste paper drive. 


250 PARK AVE., NEW YORK 17, N. Y. 
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Form Hutchins & Graves, | 
New York Agency 


L. W. Hutchins, president of 
Sheldon, Morse, Hutchins & Eas- 
ton, Inc., New York, and manag- 
ing director of Safety Research 
Institute, and Lee Graves, for- 
merly of Compton Advertising, 
Inc., New York, and Foote, Cone 
& Belding, have formed a new 
advertising agency under the 
name of Hutchins & Graves, Inc., 
with offices at 420 Lexington Ave., 
New York. 

The new company takes over 
the advertising accounts formerly 
handled by Sheldon, Morse, 
Hutchins & Easton, Inc., which 


“Cover Catholic | 
Schools, Churches, 
and Institutions 


fewewe eee Fg 


continues as a public relations 
and publicity agency only. Hutch- 
ins & Graves, Inc., will handle al} 
types of advertising. 


Magazine Raises Rates 


Calling All Girls, published by 
Parents’ Institute, New York, has 
announced a 200,000 increase in 
guaranteed circulation to 750,000, 
effective April, 1946, with cor- 
responding rate increases. The 
new rate for one-cOolor rotogravure 


pages will be $1,050. Beginning 
with the December, 1945, issue, 
the magazine will discontinue 


comics. Effective with the Febru- 
ary, 1946, issue, publication date 
will be the 25th of the month pre- 
ceding date of issue. 


Callanan Promoted 


William J. Callanan, sales rep- 
resentative in the national adver- 
tising department, has been pro- 
moted to national advertising 
manager of the Evening News, 
Buffalo, N. Y., effective Nov. 17. 
He will succeed William V. Mc- 
Grain, who has resigned to become 
a special advertising representa- 
tive of the Times-Herald, Wash- 
ington. 


3ondurant Returns as 
Glenmore Ad Manager 


Lt. Col. Arthur P. Bondurant, 
who served as chief of the over- 
seas command branch of the Air 
Technical 
Service Com- 3 
mand, has re- 
turned to Glen- 
more Distiller- 
ies Company, 
Louisville, Ky. 
as advertising 
manager. 

During Col. 
Bondurant’s 
three and a 
<9 years’ leave ‘ ab 
of absence, Carl 
M. Smith served A. P. Bondurant 
as advertising manager and will 
now assume the management of 
Glenmore’s state stores division. 


Ends Washington Office 


Mahogany Association, 
Chicago, has discontinued its 
Washington office. The group’s 
trade promotion and advertising 
has been re-established and it is 
expected that the program will be 
enlarged during 1946. 


| 
| 


Inc. 


MODERATE 
SMOKER 


.. « just 
152 million packs 
a year!” 


Actually, the little woman got a lot of those cigarettes, but that’s 
beside the point—which is: in an average year Philadelphians smoke 
cigarettes to the tune of 26 million dollars’ worth! 


A lot of ‘em are smoked as Philadelphians (nearly 4 out of 5 families) 
leisurely read their ONE favorite newspaper. A lot of brand prefer- 
ences are decided that way, too—just as a lot of Philadelphia's total 
buying power—$2,149,036,000t annually—is influenced by this ONE 
newspaper . . . The Evening Bulletin. 


That's why we say ONE DOES IT in Philadelphia. For such practical 
purposes as reaching nearly 44 of the city’s total effective buying power, 
The Bulletin does it—with the largest evening circulation in America. 


*Philadelphia Area figure 
tUnited States Census of Diatribution, 


Rureau of Labor Statiatics and others 


In Philadelphia—nearly everybody reads The Bulletin 
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Ad Council Gets 
Record Support 


for ‘Peace’ Plan 


New York, Nov. 1.—The War 
Advertising Council — which 
changed its name today to the 
Advertising Council—will have a 
record fund of $185,000, contrib- 
uted by advertisers, agencies and 
media, with which to work in the 
fiscal year starting March 1, 1946. 

National advertisers have com- 
mitted themselves to contribute 
$36,000 for the new fiscal year; 
advertising agencies, $35,000; 
newspapers, magazines and radio, 
$28,000 each; outdoor, $21,600, and 
point of purchase, $15,000. 


Groups Provide Funds 


The “collecting agencies,’ re- 
spectively, are the Association of 
National Advertisers; American 
Association of Advertising Agen- 
cies; Bureau of Advertising, 
American Newspaper Publishers 
Association; National Publishers 
Association; National Association 
of Broadcasters (and the four na- 
tionwide networks direct); Out- 
door Advertising Association of 
America, and Point of Purchase 
Advertising Institute. 

The addition of the point of 
purchase group lifts the council’s 
fund above the level of $180,000 
annually, where it has been this 
year and last. The council started 
on March 1, 1942, with an annual 
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budget of $100,000. In the © 943. 
44 year it was raised to $12> 9 

A docket on the council’s p co. 
time programs will be j; 
shortly. 


McGraw-Hill Buys 
‘Science Illustrated’ 


McGraw-Hill Publishing Co». 
pany, New York, largest publi:he, 
of business papers and tech» icq) 
books, will publish its first poopy. 
lar magazine, following purc 
of Science Illustrated. 

The present magazine will 


ase 
publication until April, 1946 
when it will resume in a ney 


format, style and content and |, 
sold on newsstands of the U. s 
and Canada, with an initial issye 
of 400,000 copies at 25 cents. Ip 
addition to a consulting staff 0; 
186 editors of other McGraw-Hj!! 
papers, the editorial board o; 
Science Illustrated includes Dy 
Gerald Wendt, editorial director. 
and Harley W. Magee, edito) 
Willis Brown is publisher an 
general manager; George F. Sea- 
man, advertising director, and EF 
Wood Gauss, promotion manager 


Chicagoans Mark 25th 
Radio Year Nov. 6 


Advertising agency executives, 
station representatives, top radi 
network and_ station personne! 
and talent will be guests Tues- 
day, Nov. 6, at the Chicago Radi 
Management Club’s “open” lunch- 
eon to celebrate radio’s 25th an- 
niversary. The party will start 
at noon in the Terrace Room 
Hotel Morrison. 

More than 300 are expected t 
attend the meeting, at whic! 
reminiscences will be exchanged 
by radio’s old timers. John Carey, 
WIND, is chairman. 


Effective buying income of the 
50,900 families comprising the 
173,000 population of South 
Bend and St. Joseph County, Ind- 


iana, is $4,50 


0.00 


er family, 


according to latest “Sales Manage- 


> Co 
ment” figures. 


This is substantially greater than 
the national average ($4,061.00) 
and ’way above the average for 


Indiana ($3,880.00). 


WSBT advertisers get an oversize 
cut of this luscious pie—and our 
latest Hooper will tell you why! 


Want a copy? 


COLUMBIA 
NETWORK 


Paul H. Raymer Co., 


SBily 


SOUTH BEND. 


960 KC 
1000 WAT!> 


National Representatives 
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tHE SUN SELLS FOOD 
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== 9-95\ Seare || Ue 
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National Representatives: THE BRANHAM COMPANY + CHICAGO: 360 North Michigan Ave. + 


because The Sun is 


... important to housewives 


Mrs. Ethel Somers, The Sun’s Food Editor,* is the “right 
hand”’ of thousands of housewives in the Chicago area... 
because she knows—and explains clearly—the practical solu- 
tions to the problems in cooking and meal-planning that 
every woman must meet today. Her articles are a compelling 
magnet to The Chicago Sun seven days a week—and partic- 
ularly to its outstanding Friday food pages . . . they assure 


your advertising consistent, maximum readership. 


*As one of the best known, most practical and most 
respected home economists in the country, Mrs. Somers is 
now also preparing the food page regularly for Parade, 


the national weekly picture magazine. 


... Valued by retailers 


From chain stores to small neighborhood stores. 


Indicative of the power of The Sun—and of the con- 
fidence retailers place in The Sun to se//—is The Sun's ex- 
clusive Friday Food Directory—where an ever-growing num- 
ber of neighborhood grocers, nearly 200, feature their 


weekly “best buys.” 


With only their neighborhood market and a limited 
advertising budget, these community stores must get re- 


sults—and they have proven that The Sun Sells Food! 


... productive to advertisers 


The Sun is demonstrating . . . continually .. . that 
The Sun Sells for national and retail food advertisers. More 
and more of them are turning to The Sun. . . utilizing the 
powerful influence of The Sun’s pages upon thousands of 


receptive women readers. 
For instance... 


Reproduced at the left are The Chicago Sun's food 
pages from the Friday, October 26 issue. . . pages that brought 
to Chicago housewives, at their breakfast tables, the all- 
important up-to-date story of available foods . . . where to 


buy them, how to prepare them. That's why .. . 


THE SUN SELLS FOOD 


‘HE CHICAGO SUN 
‘00 West Madison Street, Chicago 6, Illinois THE CHIC [ J ywi* 250 Park Avenue, New York 17, N.Y 
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Chicago Newspapers, 
ITU Agree on Terms 


Members of the International 
Typographical Union are expected 
this weekend to accept a contract 
offer by the Chicago metropolitan 
newspapers, under which the em- 
ployes will get a $10-a-week wage 
increase (bringing the pay of 
night shift men to $80.80 for 3634 
hours) and a third week of vaca- 
tion with pay. The _ publishers 
agree to incorporation of contro- 
versial union by-laws of the ITU 
in the contract. 


New Belmont Radio 
Officers Elected 


Laurence K. Marshall, president 
of Raytheon Mfg. Company, New- 
ton, Mass., has been elected presi- 
dent of Belmont Radio Corpora- 
tion, Chicago, subsidiary of Ray- 
theon. Harold C. Mattes, one of 
the founders and chief executive 
officers of Belmont Radio, has been 
made executive vice-president in 
charge of all phases of the sub- 
sidiary’s activities. 

Three new vice-presidents 
elected were: Charles M. Hofman, 


in charge of sales; Carl J. Hollatz, 
in charge of the receiving tube di- 
vision, and William L. Dunn, in 
charge of engineering and re- 
search. 


Join NBC Recording 


Thomas Lyman, captain in the 
Army air forces, on Nov. 11 will 
return to NBC as assistant to Wil- 
liam Seth Jr., advertising and 
promotion manager of the radio 
recording division in New York. 
|On Nov. 29, William E. Young, 
{major in the Signal Corps, will 
|join the division’s sales 


staff. | 


Thomas D. Rishworth has re- 
turned to NBC from the armed 
forces to become assistant man- 
ager in the package sales division. 


Grubb Named Manager 


Gayle V. Grubb, for 16 years 
manager of WKY, Oklahoma City, 
Okla., has been named manager 
of KGO, San Francisco station of 
American Broadcasting Company. 
He replaces T. B. Palmer, who 
has taken over the newly-created 
post of manager of technical op- 
erations of ABC’s western divi- 
sion with offices in Hollywood. 


BUILDING SOIL FERTILITY 1S BASIC IN THE LIVESTOCK FARMING SYSTEM 


4ACH ACRE of farmland, to a depth of 

6-2/3 inches, contains 2,000,000 pounds 

of soil, of which only 260,000 pounds represents 

plant food available for growing crops. The 

soils experts tell us that everything produced on 

the farm is a drain on that available plant food. 
So, it is obvious that— 


“The soil can and does wear out, the same as farm 
machinery and equipment. This is particularly true 
when vast requirements for foods, fats and fibers make 
unprecedented demands on farm soil. The only method 
of filling these requirements and maintaining produc- 
tivity is to follow a program of replenishment.” 


Soil replenishment is basic in the livestock 
farming system. Corn and other feeding grains, 
together with stalks and straw that otherwise 
would be wasted, are fed to livestock and the 
valuable manurial residue returned to the land 
to keep up the supply of available plant food. 
The livestock program also permits utilization 
of pasture and hay crops for feed, erosion con- 


trol and for turning under to add plant food 
and promote favorable tilth. 


By converting crops into animal products of 
higher value to man, livestock farmers not 
only reap larger profits than are possible by the 
straight grain-farming system, but are able to 
pass on to their sons fertile fields which have 
been built up rather than robbed. Livestock 
farmers receive 30 per cent of the total cash 
farm income. They are farm owners, prosper- 
ous—the backbone of farm purchasing power. 


The important producers of America’s cattle, 
hogs and sheep depend on The Corn Belt Farm 
Dailies for the accurate, timely and vital in- 
formation so necessary to the successful conduct 
of their business. That these publications, one 
at each of the four great markets, reach the 
logical readers is determined by the specialized 
editorial service and the sound selective device 
of the highest subscription price in the agricul- 
tural publishing field——$5.00 a year. 


THE CORN BELT FARM DAILIES 


GENERAL OFFICE: UNION 


CHICAGO DAILY DROVERS JOURNAL 
OMAHA DAILY JOURNAL-STOCKMAN 


THE - PUBLICATIONS ~ OF 


STOCK YAROS, CHICAGO 9, ILLINOIS 


@® KANSAS CITY DAILY DROVERS TELEGRAM 
@ ST. LOUIS DAILY LIVESTOCK REPORTER 
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THE - LIVESTOCh -- INDUSTRY 


Advertising Age, November 5. 1945 


Media Records 
Seeks Settlemen 
of Chicago Feud 


Chicago, Nov. 2.—Chicago news. 
papers and Media Records spent 
the latter half of this wee}. jp 
conferences here in an effort to 
straighten out the situation which 
resulted late last month in all Chj- 
cago dailies except the Tribune 
cancelling their orders for Media 
Records service, ADVERTISING Agr 
learned. 

Negotiations were carried op 
without fanfare and in a “my. 
tually agreeable place” between 
newspaper representatives and 
Pat Carty, Media Records presj- 
dent, but nobody was. talking 
about them, although there were 
rumors that a settlement might 
eventually be reached which would 
satisfy the demands of the papers 
which have canceled, and allow 
Media Records to patch up the 
first serious “insurrection” in 
newspaper ranks in many years, 

The MHerald-American, News. 
Sun and Times canceled their 
Media Records contracts and an- 
nounced that the money, amount- 
ing to about $28,000, would be 
used for operation of an inde- 
pendent newspaper ad auditing 
bureau in Chicago when Media 
Records refused to accede to their 
demand that changes in the Media 
Records system be made which 
would prevent “inflation” of 
Tribune advertising linage as a 
result of split-run linage. 


Agency Revamped; 
Holley Adds Accounts 


Robert Holley & Co., Inc., Ad- 
vertising, has been formed as suc- 
cessor to Robert Holley Associates, 
New York, with Mr. Holley as 
president and Saul S. Silverman 
vice-president of the new corpora- 


tion. Offices are in the RKO 
building. 
Penzel, Mueller & Co., Long 


Island City, clarinet manufacturer, 
and Edwin H. Morris & Co., New 
York, music publisher, have ap- 
pointed the agency. 


Joins Y&R in Hollywood 


Elliott E. Potter, recently re- 
Ieased from the Navy and for- 
merly with Campbell-Ewald Com- 
pany and D. P. Brother & Co. 
Detroit, has joined Young & Rubi- 
cam, to supervise advertising serv- 
ice on the agency’s West Coast 
accounts served by the Hollywood 
office. 


KEEP YOUR EYES 
on WINSTON-SALEM! 


Never a city to go overboard 
‘on temporary "booms" Winston- 
‘Salem is embarking on a progrem 
‘that will further expand its solid 
industrial and business picture. 


| 


| A recent survey shows that there 
‘is going to be a tremendous 
amount of activity . . . new bui- 
ings . . . expanded operations . 


more jobs. 


_ And you can bet that Winston 
|Salem will build for permanen« 


It always has. . . it always w!! 


And that's what makes a mari ¢ 
lots of folks, gainfully er 
ployed .. . able to buy the thin 
you have to sell. 


JOURNAL and SENTINE. 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 
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Industry and Government roll up their 


sleeves to tackle new problems 


. Regard The United States 
as outstanding reporting of 


*st, sound opinion based on 
sual factual background." 


°. FELSTED 
*rtising Manager 
ST NATIONAL BANK, 


PAUL, MINNESOTA 


Important’ decisions are in the making. 


[Decisions that directly affect the future 


of everyone of us. Demobilization... 
unemployment... price control... sur- 


plus property disposal . . . inflation*and 


hundreds of other problems to plague 
Industry’s key men. 


KEY MANAGEMENT MEN must have a 
reliable source for information on these 
important matters. That’s why they 
read The United States News regularly 
each week for accurate interpretations 
and guide posts of things to come. 


The United States News is the ONLY 
magazine out of 19,56! publications ‘de- 
voted entirely to reporting, interpret- 
ing and forecasting THE NEWS OF 
NATIONAL AFFAIRS. 


80% of the subscribers have it sent to their homes where they 
can read it from cover-to-cover . . . so if you want readership 
of key management men and their families, The United States 


News is a natural. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 


corporate and family buying 


* 


aa 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 
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* The only publication of its kind * 
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Joins Free & Peters 
Richard M. Allerton is resigning 


Crosley, Inc., 


to take charge of| ford, Conn., 


wi 


Patricelli Joins Agency 
Tony Patricelli, formerly on the 
as director of radio research for} announcing staff of WTIC, Hart- 


has 


joined Baker, 


market and station data for Free &| Cameron, Soby & Penfield, Inc., 


Peters in New York. 


Hartford agency. 


More than ever the EYE will determine postwar consumer pur- 
chosing. Here products are STYLED to sell on sight—DESIGNED 
for better function, easier, more economical manufacture. Design 
specialists in all types of materials for all kinds of merchandise, 
both consumer and industrial. Products styled by Barnes & Reinecke 
will sell in excéss of one billion 
dollars per year post-reconversion. 
BARNES & REINECKE, Industrial 
Designers and Engineers, 230 East 
Ohio, Chicago 11. Delaware 6350. 


| 


100 N. Y. Stores’ Ads 
to Back V-Loan Drive 


More than 100 retailers, meet- 
ing in the offices of William O. 
Riordan, president of Stern Broth- 


/ers and chairman of the retail 


trade division, War Finance Com- 
mittee of Greater New York, have 
agreed to contribute a minimum 
of 108 full pages of newspaper 
advertising in support of the Vic- 
tory Loan drive. 

For the first time each store will 
contribute to a central pool to 
cover costs of a cooperative cam- 
paign, with individual contribu- 
tions based on the amount spent 
in support of the 7th War Loan, 
when local retailers donated more 
than 200,000 lines of space. 


Adler Returns 

Robert Adler has returned to 
the Chicago office of Craig E. 
Dennison Advertising Agency as 
account executive, after serving 
three and a half years with the 
Army air forces. He is said to be 
the only man to come out of a 
German prisoner-of-war camp 
with an advertising account. Den- 
nison, however, has released no 
details on the account involved. 


Cars Ride Best 
on Rayon Tires, 
Public Being Told 


Cleveland, Oct. 30.—Industrial 
Rayon Corporation has launched 
a campaign in 100 metropolitan 
newspapers coast to coast to pub- 
licize the advantages of rayon 
cord tires for automobiles. Sub- 
sequent advertising will appear in 
national magazines and trade pub- 
lications. 

Headlined, “A new chapter in 
the history of tire making,’ the 
ads point out that the application 
of war-proved tire fabric to pas- 
senger cars is an advance com- 
parable with the introduction of 
pneumatic tires, demountable rims 
and balloon tires. Rayon tires, it 
is claimed, are safer, more com- 
fortable and wear longer. 

To announce the campaign, Al 
Paul Lefton Company, New York, 
agency handling the account, has 
sent a 12x16” promotional folder 
made of rayon pulp to the press 


“That's clear to any space buyer, Doc” 


You don’t need bifocals to see why The Enquirer is the newspaper 
that’s in solid (and can put you in solid) with Solid Cincinnati. The 
Cincinnati Enquirer is the city’s most interesting, most entertaining 
newspaper. Streamlined. Modern. Note the crisp, concise, colorful news 
presentation. The top-flight line-up of columnists. The features spread 
through the newspaper to insure high reader traffic on every page. 
The 30 comic and cartoon features. And comprehensive readership 
surveys assure continuing improvement, even more overwhelming, 
preference for The Enquirer by the thinking, progressive, solid Cin- 
cinnatians it pays you to reach. 


The Cincinnati Enquirer is represented by Paul Block and Associates 


A NEW CHAPTER IN THE HISTORY 


/'>?> 
OUT OF THE LABORATORY TEST TUBE. 
THE FURY OF WAR, RAYON CORD taxe: 
TS PLACE AT THE HEAD OF THE List OF 
REVOLUTIONARY ADVANCES IN THRE sar 


RAYON FOR AUTOS—Opener in In- 
dustrial Rayon Corp.'s new campaign 
is this newspaper ad boosting the ad- 
vantages of rayon cord tires. Al Pau! 
Lefton Co., New York, handles the ad- 


vertiser's account. 


and to 300 administrative, sales 
and merchandising executives. The 
folder contains a letter from 
Hiram S. Rivitz, president of IRC, 
a specimen ad, and a_ booklet 
which describes the process em- 
ployed by the company to produce 
its rayon cord for tires. 


Agency Adds Kitchen 
Pacific National Advertising 
Agency, Seattle, will expand its 
offices the first of the year to pro- 
vide space for installation of a 
modern kitchen for creating and 
testing recipes, and to provide 
quarters for radio, motion picture, 
art and research' departments. 


Opens N. Y. Office 


Gartner & Bender, Inc., greeting 
card publisher, has opened a ‘new 
| eastern office on the third floor of 
the Professional building, 510 
Madison Ave., New York. The 
| suite is headquarters for a New 
| York showroom and all advertis- 
ing and promotion service activi- 
| ties. 


Three Join Harshe 


James G. Hildebrand and Ellen 
Saltonstall have joined William R. 
Harshe & Associates, Chicago, as 
associates. Morris B. Rotman, 
press relations manager of the 
Community and War Fund of 
Metropolitan Chicago, will join the 
company as vice-president as soon 
as the current campaign ends. The 
firm has moved to larger offices in 
the Hartford building, 8 S. Dear- 
born St. 
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ES, there’s a lot of golden grain 
in Oklahoma. 62,468,000 bushels 
of wheat, 21,700,000 bushels of 
oats, 2,291,000 bushels of barley 

and 1,269,000 bushels of rye is the indicated 
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crop yield for the year 1945. Other commodities 


ft 
| i such as cotton, alfalfa, corn, potatoes and pea- 
i nuts are grown in abundance. Oklahoma's farm 
and livestock income for 1945 will amount to 
i more than 500 million dollars. (Government 
4 estimates.) What a market for YOUR product 
; when you TELL and SELL these people of the 
: “Magic Empire” through the pages of the 
WORLD-TRIBUNE. 
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No More ‘Scarcity’ Economics 


It is a strange, and a sad com- 
mentary on the current thinking 
of labor, we believe, that the cur- 
rent drives for longer pay and 
shorter hours are based on two 
principal assertions: 

(1) Higher pay is justified be- 
cause employers can “afford” to 
pay more. 

(2) Shorter hours are a neces- 
sity because under “normal” con- 
ditions the labor market will be 
glutted, and “we must have 
shorter hours so there will be jobs 
for all.” 

Whether employers can “afford” 
to pay higher wages depends upon 


-a multiplicity of factors, including 


such very important items as the 
output per worker, which in turn 
depends on two and only two 
factors: The efficiency of the ma- 
chinery and of the workers on the 
job. Yet in all the discussion of 
shorter hours and higher wages, 
we have heard nothing to indicate 
that labor feels any necessity for 
justifying its demands on the 
basis of producing more per man- 
hour worked. 

“Produce More and Have More,” 
said General Motors in its ad this 
week. “We have a big job ahead 
of us,” it said. “We can’t get it 
done on the prewar basis of work. 
We must produce far more than 
ever before.’”’ Whether this re- 
quires that auto workers put in 


a 45-hour week we do not know, 
but we do know that, somehow, 
“we must produce far more than 
ever before” if the American 
economy is to survive. 

As far as we know, all econo- 
mists, including labor economists, 
accept the necessity for higher 
levels of production. But when 
they talk hours and wages, they 
stress not more production, but 
spreading the available work. The 
typographical union in Chicago, for 
instance, insists in all seriousness 
that the 74-hour day is a prime 
necessity because there has never 
been enough work under “normal” 
conditions to employ all the print- 
ers, including those now in the 
armed forces. They say nothing 
whatever about the possibility of 
increasing the total volume of 
work; they apparently assume that 
this is an ethereal concept, and 
not really their business anyhow. 

To our mind this is a defeatist 
attitude. We can never attain the 
essentially healthy economy we 
need in this country if we are to 
deal in concepts of spreading avail- 
able work, instead of creating 
more and more work for more 
and more workers. There is no 
way of which we know under 
which an economy can prosper by 
spreading less and less work 
among more and more people. To 
have more, we must produce more. 


Descriptive Labeling Can Help 


News that the National Canners 
Association has succeeded in se- 
curing unanimity among both can- 
ners and distributors on descrip- 
tive labeling techniques will be 
welcomed by all except the rela- 
tively small group which believes 
that no food label will ever be 
worth the paper it is printed on 
unless it bears A, B, C grades. 

It will be especially welcome to 
those who have believed that 
honest, adequate descriptive label- 
ing in the food field serves the 
needs of the consumer better than 
any other kind of labeling, and 
who have never shared the curious 
belief among some segments of 
the food industry that the proper 
means of staving off compulsory 
grade labeling was to stand pat, 
shout “un-American” and dis- 
course on the sinister motives of 
those to whom A, B, C was a 
white banner of salvation. 

From the purely strategic con- 


cept, it is a little difficult to con- 
vince most people that additional 
labeling information about a prod- 
uct, whether in the form of A, B, 
C designations or some other 
form, is a shameless, insidious at- 
tack upon their way of life and 
their future welfare. If they have 
any ideas on the subject at all, 
they’re inclined to welcome addi- 
tional product information, and 
to question the motives of those 
who tell them, without offering 
an alternative, that they are seal- 
ing their doom if they get it in 
alphabetical form. 

We believe that grade labeling, 
like a lot of other idealistic con- 
cepts, seems a lot better and a 
lot more sensible than it really is. 
And we also believe that if can- 
ners and other producers will 
provide labels that tell the con- 
sumer all he wants to know, the 
cry for idealistic devices will 
shrink to a whisper. 


“Mommy... 
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—Pepsi-Cola Company 


why can't you give Pepsi-Cola?" 


Ah, the Comics 

Comics are definitely big busi- 
ness, with $125,000,000 spent an- 
nually in their production, and 
Puck—the Comic Weekly is plan- 
ning to dramatize their power in 
selling merchandise in a news- 
paper and business paper cam- 
paign beginning this month. The 
real strength of the comics, says 
The Comic Weekly, lies in their 
portrayal of. the laughs, loves, 
thrills and tears which constitute 
the every-day happenings, plus 
the wishful dreams, of the mil- 
lions who read them. And each 
ad in the series will demonstrate 
how the motivating theme of a 
typical Comic Weekly feature has 
tangible merchandising value for 
all kinds of goods. 


Anonymous Writers 

We have just received an anony- 
mous letter. We receive them all 
the time, from people who are 
moved to write about something 
in ADVERTISING AGE, but never 
moved to sign their names. The 
writer of the letter we just re- 
ceived doesn’t approve of the 
Treasury’s accepting assistance 
from Pepsodent’s hold-your-war- 
bonds contest because, he says, 
Pepsodent is not approved by the 
American Dental Association. But 
what he writes about is not im- 


portant. 

The important thing is that 
there are apparently several 
thousand psychopathic cases in 


these United States who waste 
time, energy and postage writing 
to publications, to business houses 
and to others, airing pet gripes 
without having the courage to 
sign them, so they can be given 
consideration or an answer. 
We're not talking, of course, 
about the writers of scurrilous, 
defamatory or blackmailing let- 
ters. They have obvious reasons 
for keeping their identity hidden, 
but the lad who has some com- 
ment to make, bright or not, and 
is unwilling to tell who he is, is 
a completely ununderstandable 
animal. 

For our part, we think it would 
be a good idea if the post office 
refused to accept any mail which 
did not clearly designate the name 
and address of the sender on the 
envelope. 


Fountainhead on Detergents 
National Aniline division of Al- 
lied Chemical & Dye Corporation 
thinks there has been a lot of 
misinformation printed about syn- 
thetic detergents (soapless soaps) 


so it has set up a particular in- 
dividual “to act as a fountain- 


head for information on soapless 
sOaps and kindred subjects.” He 
is B. R. Price, and his job is to 
answer questions, check facts, pro- 
vide information “or put you in 
touch with sindividuals in this or 
other companies who can give 
you facts or confirmation of facts” 
on stories dealing with synthetic 
detergents. He’s not a_ publicity 
department and won't — initiate 
anything; he’ll just be a reference 
source. 


Newer and Better 

This is a pretty confusing world 
. . . or hadn’t you noticed? At 
any rate, we have a rather curious 
recollection of a considerable 
amount of vociferous public ex- 
pression on the part of automo- 
bile moguls a couple of years ago 
to the effect that the first post- 
war auto models would be—could 
be—nothing but face-lifted 1942 
models. But there is little to re- 
mind one of these prognostica- 
tions in the automobile advertis- 
ing which is beginning to appear 
now. 

Buick’s newest magazine ad, on 
the contrary, starts out with the 
bold assertion that “‘this—we rea- 
soned—is no time to offer folks 
a car that stops with artful face- 
lifting.” Far from a face-lifted 
*42 model. Far, indeed... “We 
eagle-eyed every one of this 
Buick’s 12,000 parts to see if it 
could be bettered in any way, 
big or little.” 

In advertising as in politics, it 
seems to be a maxim that the 
public memory is short. 


Jottings 

Leo Burnett Company, Chicago 
agency, has adopted a new busi- 
ness card which is in reality a 
tiny booklet. Its cover is the 
usual business card, but inside 
are a dozen or so sheets, each 
naming and identifying with a 
line drawing one of the agency’s 
clients. . . 

In Washington the Times-Her- 
ald, attempting to solve the peren- 
nial problem of Saturday circu- 
lation, has instituted a “Saturday 


only” home delivery system. . 
Attempting to build up its 
luncheon business, the Colony 


Club, north side Chicago night 
spot, is running ads in the local 
papers offering free cocktails with 
lunch to people from certain 
spots. One ad said, “Free cock- 
tail tomorrow—just say ‘I’m from 
the Palmolive building.” ... 
In the OPA price ceiling list at 


Carson’s men’s grill in Chicago 
appears this provocative item: 
“Liver and bacon plate lunch 
(without bacon) 75 cents.” ... 


The following documents may 


be secured without charge ‘rom 
companies sponsoring them, 9 
through ADVERTISING AGE, by any 
national advertiser or advert ising 
agency executive writing on his 
business letterhead. Address Ap. 
VERTISING AGE, 100 E. Ohio §, 
Chicago 11, Ill. 


No. 2567. 50th Anniversary. 

Poultry Tribune has issued this 
illustrated brochure in celebra. 
tion of its golden anniversary. Ip 
addition to the Tribune’s 50-year 
history—its achievements and the 
story of its public service, the 
brochure describes the growth of 
the organization and other maga. 
zines now published by Watt Pub- 
lishing Company. 


No. 2477. Market Study of the 
Chain Variety Store Field. 


Chain Store Age has issued this 
market study, which contains a 
map of the U. S. showing locations 
of 674 variety chain headquarters, 
by states, number of stores oper- 
ated by leading chains in each 
state, and number of stores oper- 
ated by variety chains in 102 prin- 
cipal cities. A supplementary map 
indicates stores operated by inm- 
portant sectional chains through. 
out the country. 


No. 2499. Reemployment of Vet- 
erans. 

This 60-page booklet, prepared 
by the Time, Inc. Service on Post- 
war Information, concludes that 
the responsibility of providing sat- 
isfactory employment for veterans 
will rest primarily on private in- 
dustry. It points out that there 
must be planning not only by 
manufacturing, which normally 
supplies about one-fourth of the 
total jobs, but also by commerce, 
the service industries and agricul- 
ture, where the other three- 
fourths of the jobs must be found 


No. 2495. 
ket. 

Sales area maps divide into 
routes, with tabulated market data 
for corresponding areas and routes 
give a complete picture of the 
Philadelphia market in this book- 
let issued by the Philadelphia 
Evening Bulletin. The compilation 
includes population, dwelling 
units, radio homes, wholesale and 
retail outlets and sales. 


No. 2504. Look at Fresno This 
Way. 

Postwar prospects for the 
Fresno, Cal., market are emp)lia- 
sized in this folder, issued by the 
Fresno Bee. Gains in population, 
farm income, bank savings, retail 
sales and other market indexes 
are shown graphically, and the 
pamphlet includes a map of the 
market area with a_ circulation 
breakdown. 


No. 2538. Most for Your Morey 
in the South. 

Station WWL, New Orle ns, 
has issued this folder, contair ns 
daytime and nighttime cove! ‘sé 
maps which include figures 0 
population, retail sales and ré %0 


The Philadelphia Mar- 


-|homes in the primary, seconc ‘ry 


and tertiary listening areas. 


No. 2539. Grit Reader Survey 


Grit has issued its 10th anr 2 
reader survey, which indic: ° 
buyer preferences for brands 
a wide variety of products, ©" 
shows the trend by brand sta 
ings and percentages from |! 
through 1945. Further, the stu° 
covers makes of autos, radio < 
and home appliances which G'" 
small-town families plan to bY 
when such items are available 
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Money 


Tell the people who tell the world 


Dic Langton's sales ability gives him an income as big 
as that of the president of his company. 


And his personality makes him a powerful influence even 
when he isn't consciously ‘‘selling.’’ In his business, at 
his club, in civic affairs or on the golf course, men pay 
close attention to what he has to say, ask for and 


follow his advice. 


Such business leaders are typical of the influential people 
who look to Newsweek for news reported accurately and 


interpreted without bias. 


If you have a new product or service to sell these are the 
leaders you must reach. They are the important top-of-the- 
market — the people with the imagination to appreciate 
the possibilities in your new ideas — the people with 
the means to try them — the people who _ influence 
others and start trends. Talk to them through Newsweek. 
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Army Cuts Orders, 
So Texas Steps Up 
Grapefruit Ads 


(Picture on Page 63) 
Weslaco, Tex., Nov. 1.—With 
appointment of Grant Advertis- 
ing to handle its account Texsun 
Citrus Exchange is readying an 
aggressive bid for a major spot 
in the citrus industry sun, where 


it has been an important, but 
relatively minor factor in the 
past. 

Texsun, an operation closely 


resembling that of California Fruit 
Growers Exchange, has been a 
consistent advertiser for several 
years, but this month will launch 
an expanded newspaper cam- 
paign, possibly supplemented with 
spot radio, as the curtain raiser 
for a serious promotion effort 
which may involve as much as 
$500,000 annually before long. 
The drive will appear in mar- 
kets from Pittsburgh to Denver, 
the great mid-continent area in 
which Texas grapefruit producers 
have an edge over Florida and 
California competition, and its ini- 
tial phases will concern them- 
selves with Texsun canned grape- 
fruit juice. It will move on to 
promotion of the fresh product 
toward the end of this month. 


Hits Fresh Fruit Season 


Promotion will feature the spe- 
cial advantages of Texsun grape- 
fruit, and will be especially 
heavy during the extensive 
period —from Nov. 15 to April 
15— when fresh fruit is in the 
market, and when competition 
from both coasts is at a mini- 
mum. 

Howard Jones, Grant executive 


EZE-STIK Gets Your 
Product 


yp FRONT 


EZE-STIK 


is the modern self-adhesive method 
of posting point-of-sale advertis- 
ing. It adheres without moisture... 
sticks to any clean, hard, smooth 
surface. Laboratory tested. Will not 
deteriorate. Not affected by mois- 
ture or extremes of heat and cold. 


Bond Bread uses these EZE-STIK Shelf 


Strips to win better display in food stores. 


Fleischmann’s Yeast gets its reminder adver- 
tising across right at the point-of-sale with 
EZE-STIK. 


e EZE-STIK gets dealer acceptance. IN- 
STANTLY because it goes up so easily 
.. leaves no marks 


© EZE-STIK earns better store locations 
for your advertising message. 


® Displaymen prefer EZE-STIK. Sales- 

men who ordinarily won't carry displays 

will handle EZE-STIK displays willingly 
We produce complete displays... 
color printing on adhesive backed 
paper processed exclusively by us. 
EZE-STIK will get your product 
UP FRONT. Write for samples 


and information. 


SIMON | 
_ ADHESIVE PRODUCTS CORP. 


220 FifthAvenve. New York 1, N.Y. 


vice-president in Chicago, is 
supervising the Texsun ac- 
count, with Sam Hepworth, vice- 
president in charge of the Dallas 
office, as account manager. The 
agency also is opening a service 
office here in Weslaco. W. Graham 
Killough, manager of the ex- 
change, is directing the program. 

As in the case of so many other 
products, the expanded promo- 
tion for Texas grapefruit is a re- 
sult of what happened during and 
after the war. In the 1944-45 sea- 
son, estimated production of 


canned grapefruit juice was 22,- 
500,000 cases of No. 2 cans, of 
which 9,700,000 were purchased 
by the government, leaving about 
12,800,000 for commercial chan- 
nels. Now government orders have 
dropped to about 400,000 out of an 
estimated 1945-46 pack of 30,000,- 
000 cases, so that the supply of 
grapefruit juice to be moved 
through normal commercial chan- 
nels is likely to be about 2% 
times as great as last year, and 
probably the highest in history. 
The same situation applies to 


orange and_ grapefruit blends, 
which will probably have 8,200,- 
000 cases available for commer- 
cial sale, compared with 4,400,000 
last year, but the orange juice 
pack, because of a smaller crop, 
will permit only 11,500,000 cases of 
commercial sales, up less than one 
million from last year. 


Improves Position Steadily 


This fertile Texas valley entered 
the citrus picture in 1920, and has 
been an increasingly important 
factor ever since, its pinkmeat 


* 
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grapefruit being especially rojeq 
Oranges and lemons are ajg, 
raised in the valley, but th 
the grapefruit have been of 
importance, and promise ¢) jp. 
main so for some time. 

In the last crop year, {ota 
grapefruit production, both res) 
and processed, was about 51.509. 
000 boxes, with Texas acco. 
for 22,400,000, Florida 22,30) (9 
and California 7,205,000. For th, 
1945-46 crop year, estimate: apy 
for about 63,450,000 boxes, wit, 
Florida increasing its share to 3). 


THE IRON AGE 


rf 


CONSUMER PRODUCTION 


Industry, heeding the clamor for new cars, 


new trucks, new radios, new washers, new 


homes—all the thousands of new things 


America ts demanding —is already starting 


to fill those long-empty shelves! 


Yes, Industry is meeting the challenge of 


Reconversion just as it met the challenge of 


equipping and supplying — virtually from 


scratch—the world’s greatest fighting force. 


And with the full relaxation of wartime 


restrictions, Industry will meet all demands 


for new things — will give the consumer 


* HARDWARE AGE « 


DEPARTMENT STORE ECONOMIST «+ 
MOTOR AGE * 


COMMERCIAL CAR JOURNAL 


BOOT AND SHOE RECORDER «+ 


THE O'TIC 
¢ THE SPECTATOR LIFE INSU®ANS 
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(v0,000, Texas getting 24,000,000,| tion of a FM station on a site 


ond California accounting for 7,- 
450,000. About 26,000,000 boxes 
the 1945-46 total will be con- 
-umed in their fresh state, with the 
romainder processed. 


New Transmitter for KFAB 

Station KFAB, Lincoln and 
omaha, Neb., will soon begin work 
on a 50,000-watt transmitter as a 
result of a construction permit of 
the Federal Communications Com- 
mission, Other plans for KFAB 
iselude construction and opera- 


already purchased near Crete, 
Neb. 


Coffee Back in Cans 


Maxwell House coffee will re- 
turn to stores in vacuum-packed 
cans around Nov. 15. General 
Foods Corporation, New York, 
will not use additional space to 
promote the return, but will fea- 
ture cans in advertising already 
scheduled, along with coffee in 
jars. Benton & Bowles, New York, 
is the agency. 


Ralston Adds MBS 


Barn Dance Program 


Ralston Purina Company, St. 
Louis, has signed with Mutual 
Broadcasting System for a one- 
hour barn dance type program, 
tentatively titled “Opry House,” 
originating in Nashville. First half 
of the program will start Nov. 17, 
on a sustaining basis, switching 
Jan. 5 to promote Ralston food 
products, 1-1:30 p.m., EST., Satur- 
day. The second half, 1:30-2 p.m., 
will promote Ralston cereals, ef- 
fective Nov. 17. Agency is Gard- 


ner St. 


Louis. 


Advertising Company, 


‘Jahco’ Plans Complete 
Peacetime Line 


William S. Jack, president of 
war-born Jack & Heintz, Inc., 
Cleveland, has informed employes 
that the company has built up a 
$50,000,000 surplus with which it 
is preparing to start production of 
“new and revolutionary” products. 
He asserted ‘“Jahco” plans call for 
production of automobiles in 1947, 
production in 1946 of refrigerators 


even better products, reflecting the 


combination of research, ingenuity, 


and knowledge that keeps American 


Industry out in front. To Industry, 


the future looks bright, indeed! 


We, at Chilton, share Industry's 


optimism. And we have confi- 


dence in Industry’s ability to pro- 


duce the goods and provide the 


jobs that will assure for America 


an ever-rising standard of 


living. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


JOURNAL AND REVIEW OF OPTOMETRY «+ 


iN ACTION « 


THE JEWELERS’ CIRCULAR-KEYSTONE «¢ 
THE SPECTATOR PROPERTY INSURANCE REVIEW ¢ 


CHILTON 


Ch TON source Ina if e w 
ther publisher, Ct 
snterest in 


THE AMERICAN AUTOMOBILE 


fluence ar rld-wide 
ilton Company in 
a ne Publisher Internat 


Together with 
e jual 
shing 


-) has ar 
Sore pub 


(Overseas Edition): EL 


AUTOMOVIL AMERICANO: INGENIERIA INTERNACIONAL 


INDUSTRIA 
CION 


INGENIERIA 
and EL FARMACEUTICO. 


INTERNACIONAL 


CONSTRUC 


AUTOMOTIVE AND AVIATION INDUSTRIES 
DISTRIBUTION AGE 
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employing hot water as the cool- 
ing agent, and production of elec- 
tric motors, electronic gauges and 
other products. 
FMBI to Merge with NAB 
At a meeting in Chicago, mem- 
bers of the Frequency Modulation 
Broadcasters, Inc., voted to merge 
its activities with the frequency 
modulation committee of the Na- 
tional Association of Broadcasters. 
A special FMBI committee, to 
work with the NAB FM committee 
until the next FMBI-NAB meet- 
ing, was named, composed of 
Wayne Coy, John Shepard III 
and Gordon Gray, with FMBI 


president Walter Damm as chair- 
man, 


Elects Cushing V.P. 


manager of Bryant Heater Com- 
pany, Cleveland, O. has been 
elected vice-president and assist- 
ant general manager of Payne 
Furnace Company, Beverly Hills, 
Cal. Both companies are sub- 
sidiaries of Dresser Mfg. Com- 
pany, Bradford, Pa. 


Shift Beech Executives 


Lt. Col. H. C. Rankin, recently 
released from the Army air forces, 
has returned to Beech Aircraft 
Corporation, Wichita, Kan., as 
sales manager. Carl B. Wootten, 
formerly sales manager, has been 
assigned the position of manager 
of a direct factory sales branch. 


NO 


RUBBER CEMENT 
NO WAITING 
NO GUESSWORK 


E-Z Frisket comes to you prepared with 
the adhesive already on the back. You 
simply peel off the protective backing 
and it's ready for use. 


What tt ta: ¥-% Frisket is a 


thin, extremely 
transparent plastic film coated with 
a special frisket adhesive. 


How tt works » You easily re- 


! move the pa- 
per backing that protects the ad- 
hesive. You place the frisket film 
over your drawing or photograph. 

It instantly and easily adheres to 

your working surface. You then cut 
your frisket in the regular way. 


E-Z Frisket is extremely strong, cuts 
easily, makes sharp hair-lines and 
doesn't curl at the edges. When you 
are finished you simply peel the film 
from the copy. There’s no cement 
or residue to remove and copy re- 
mains in perfect condition. 


Where to buy tt : 


should stock E-Z Frisket. 
If he doesn't —ask him about it 


Your lo- 
cal dealer 


your 
dealer 
today 


or order direct from 


ARTHUR BROWN & BRO. 
67 West 44th Street — 
ee re eee 


Charles F. Cushing, distribution | 
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H. A. Smith Joins NBC 


Harold A. Smith has been ap- 
pointed assistant advertising and 
sales promotion manager of the 


meen sit 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 linois 


NBC central division. Mr. Smith 
is a veteran of 30 months in the 
Navy. He replaces Donald Mc- 
Donnell, who resigned Oct. 1 be- 
cause of ill health. 


Joins Frigidaire 

C. J. Prashaw, formerly re- 
frigerator specialist and district 
sales manager of Edison General 
Electric (Hotpoint) Appliance 
Company, Chicago, has joined the 
| Frigidaire division of General 
| Motors Corporation, Dayton, O., 
as manager of range and water 
| heater sales. 


Manhattan Shirt 
Appoints K&E; 
Doubles Budget 


New York, Nov. 1.—Manhattan 
Shirt Company has switched its 
account from Lawrence C. Gum- 
binner Advertising Agency to 
Kenyon & Eckhardt. 

The company’s advertising ex- 
penditure in 1946, Clare Nelson, 
sales manager, told AA, will be 


“at least twice as large” as that 
for 1945, or about $500,000, as 
against $250,000. Four-color in- 
sertions in mass-circulation maga- 
zines—the list not yet determined 
—will promote shirts, ties, pa- 
jamas, sportswear, underwear 
and handkerchiefs. Several new 
products, including Mansco swim- 
wear, will be emphasized. 

Jules Freedman has resigned 
as advertising and sales promo- 
tion manager of Manhattan. His 
successor has not been named. 


Best Customers \\ a 


OF AMERICAS BEST DEPARTMENT STORES 


lore TIME lps 


EXAMPLE NO 


. 1*: the best customers 


of THALHIMER’S, Richmond, Va. 


On the charge account 


lists of Thalhimer’s, leading Rich- 


mond department store, are 1400 people known as the 
store’s “best customers” —on the basis of regular patronage 


and quality buying. 8 


women, 


0% of the names on this list are 


Recently Fact Finders Associates Inc. sent these top 


Thalhimer customers a 


questionnaire asking: 


(1) “What magazines (all kinds) do you read regularly?” 
(2) “What are your first and second choice magazines?” 


TIME was voted “first choice” by a wide margin—and more 
of these best customers say they read Time regularly than 


read any other magaz 


ines that carry advertising except 


multi-million-circulation Life and Good Housekeeping. 
This Thalhimer survey falls into place with other evi- 

dence* from similar surveys among better department store 

customers the country over: Among the quality-living. 


quality-buying custom 
coast to coast TIME is 


ers of top-flight retail stores from 
the favorite magazine. 


No wonder: for Time family incomes top the U.S. family 
average by more than $3000 a year—and much of this mar- 


gin goes for buying 


merchandise sold to and through de- 


partment stores. (For example, Tre families spend twice 
as much for clothing, twice as much for electric refrigera- 
tors as ordinary American families, according to latest 


available figures.) 


And you can be sure your advertising will reach the leading 
families in any community—the influential people who set 
the trends for millions of other U. S. households—when it 
reaches the readers of Time. 


ADVERTISING OFFICES 


Your best customers vote 


NEw YORK . Cw a oO e rs STON 


/ 


Joseph Horne Co., Pittsburgh 
Rich's, Atlanta 
Hutzler Brothers, Baltimore 


*Evidence previously submitted: 


The Rike-Kumler Co., Dayton 
The Dayton Co., Minneapolis 


B. Forman Co., Rochester 


DELPHIA . CLEVELAND 


DETROIT 


SAN FRANCISCO 


pt eae 
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Warner Bros. Corset 
Account Still at Bull 


A news item in the Oct. 22 ix 
of AA stating that the accoun: 5; 
Warner Brothers Company 
Bridgeport, Conn., had been tra»s. 
ferred to James Thomas Chir’ ry 
Company, Boston, was mislead j¢ 
according to Lucien T. Warne 

Warner corset and brassiere | <- 
vertising continues with J. C. B))!), 
Inc., New York. Chirurg has b: ep 
named only for a new indust) ja) 
product, Spiratube ventilat ng 
hose. 


Sullivan Returns 


Richard Sullivan, recently is. 
charged from the armed forces, 
has resumed his duties as direc'or 
of advertising and public relation; 
of Niagara National Bank, Butf- 
falo, N. Y. 


Stevens to Burn-Smith 
Edward W. Stevens, recently 
with the radio department of J. 
P. McKinney & Sons in Chicago, 
has joined the Chicago office of 


Burn-Smith Company, Inc., radio 
station representative. 


Again, We Say: 


ASK 
US! 


For Information 
On Electrical 
Appliance and 
Automotive 
Dealerships 


Manufacturers have 
brought their inquiries 
to us and we have 
been happy to serve 
them. 


The Albany market is 
rich in potential sales; 
not yet are all desir- 
able outlets closed. 


If your product has 
not found its home in 
Albany, we stand 
ready to help. 


The Times-Union is 
read by over 45,000 
families each morn- 


ing, and over 95,000 
families each Sunday. 


QWoany 
IM€S-UNION 
; DAILY and SUNDAY 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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Through two World Wars,, 
the Hearst Newspapers have fought for 


VETERANS’ RIGHTS 
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**Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can be 
done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces 
of publicity that public opinion will compel 


it to be done.” 


QVGA 


ln 1918 the Hearst Newspapers called for speedy 


demobilization plus six months’ severance pay. 


TT 1919 the Hearst Newspapers began their en- 
thusiastic support of the American Legion and they 
have continued that support ever since. 
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New York American, January 20, 1931 


In 1970 the Hearst Newspapers backed the New 


York State Bonus and saw it approved at the polls. 


oye r . ° 
In 192? the Hearst Newspapers carried on a nation- 
wide campaign for a Federal Soldier Bonus. a cam- 
paign begun by petition to Congress 3 years before. 


In 1924 the Hearst Newspapers came out for the 


Insurance Plan of paying a Soldier Bonus. 


In 1935 the Hearst Newspapers hailed the passage of 


the Patman Bonus Billover President Roosevelt's veto. 


In 1943 the Hearst Newspapers supported the GI 
Bill of Rights. and helped to explain its benefits. 


AND TODAY the Hearst Newspapers are demanding 


for the veteran the unqualified and inviolabie right 


to return to his pre-war job in full security. 
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48 Evening Hours 
Unsold on Nets 
as Sales Slacken 


New York, Nov. 1.—The four 
coast-to-coast networks — Ameri- 
can, Columbia, Mutual and Na- 
tional—will enter radio’s 25th an- 
niversary next week with com- 
bined gross sales for almost the 


quarter-hour sold is 6:45-7 p.m. 
when Sun Oil presents Lowell 
Thomas; on Mutual, weekdays, 
sponsors present juvenile adven- 


ture shows, but 6-6:15 p.m. re-| 


mains unsold; eight quarter-hours 
or a full two hours in that time 
remain open on CBS, and on 
American, no sponsors use that 
hour. None of the four has sold 
that time Saturdays. 

The remaining available time 
falls chiefly in the 10-11 p.m. 
spot, NBC having one sustaining 


quarter-hour, CBS three, and Mu- 


tual and American with about 11 
full hours unsold seven days per 
week. 


To End OWI Branch 


Liquidation of remaining OWI 
domestic branch machinery was 
completed Nov. 2, according to Neil 
Dalton, acting director. Mr. Dal- 
ton, who is on leave as assistant 
to the president of the Louisville 
Courier - Journal and Times, will 
remain in government an addi- 
tional six months, in the State 
Department’s new Office of For- 


eign Liquidation, handling sur- 
plus property disposal overseas. 


G. E. Institute Adds Two 


Miss Rajean Codish, formerly 
director of the consumers service 
division of United States Testing 
Company, Hoboken, N. J., and 
Miss Rosemary Axford, formerly 
senior home economics adviser of 
Public Service Electric & Gas 
Company, Jersey City, N. J., have 
been appointed staff members of 
General Electric Consumers In- 
stitute, Bridgeport, Conn. 


Advertising Age, November 5 


Join Merrill Anderson 


William S. Miller, former. ,, 
Columbia Recording Corpor: my 
Bridgeport, Conn., and Ralp 
Tanner, formerly of Pratt & \\ hj;_ 
ney Aircraft division, United \j,. 
craft Corporation, East Hart 5rq 
Conn., have joined the copy an, 
contact staff of Merrill Ande oy 
Company, New York agency 


Atherton Agency Moves 
Frank W. Atherton Advert, .jn, 

Agency, Detroit, has movec 4, 

Room 313, Fox Theater buildi:g. 


— 
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manag' 
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War 
eleuse€ 
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Advert 


first time failing to rise above the 
previous year, but with, between 
them, 48% evening hours weekly, 
from 6 to 11 p.m., EWT, still un- 


sold. 
The principal evening “time 
availabilities” are on the newer 
my networks—American, 19% hours, 
= and Mutual, 16% hours. National 
—- and Columbia, however, still have NATIONAL Cansine COnronanon 
oa open, respectively, 634 and 4% neeone cmon ® 
Mee ts hours. - 
galy 5, 1965 


Sales Up Less Than 1% 


Meanwhile, in the first eight 
months of 1945 the estimated com- 
bined gross time sales of the four 
rose only a fraction of 1% from 


lesan: 

Please send as twenty-five ps Ee 
"Foor Relations 

Seen eee the Mag inmut of Southern 


300% 
the same period of 1944, from 2880 Trent ER & Troe Poser and tntuetry 
$123,922,092 to $124,499,904. NBC oe eons 
gained about 2% in this period, lemen, 
from $41,506,583 to $42,410,551, 
and American moved ahead about Mertne oe. 
4%, from $25,291,789 to $26,326,- cis 
249. we 
et: On the other hand, CBS de- eh etd 
clined about 2%, from $44,212,178 a2 the my Mee ee 
. to $43,490,465, and Mutual about °° Sf S00 ry MO sttons ae 
bis ake 5%, from $12,911,542 to $12,272,- Shaw, m, InDosrey, «We: 
| we: SS Soteary “i ee geen 
a In late summer and early fall ee gtr 
- indexes for both network and anal - si 
i spot radio were lower than for te 
the parallel periods of 1944. ay hres, 
Pass Up 6-7 P.M. Hour 
Most of the “free time” on all 
four nets falls within the 6-7 aa tg - 
p.m. hour, a period during which May 
“sponsors overlook the housewife gubber Company ail , 
reading his paper—and radios usu- Sythe RN oie ws “a 
ally turned on. On NBC, Mon- : nay @ ; - : rs d od 
day through Friday, the only This article, entitled ‘‘Poor Relations,’’ recently 8 op ae 
‘ eval 
appeared in a single issue of Southern Power and inde pore 
oe Industry. Requests for thousands of reprints poured 
, . ° in from chief executives of the South’s finest and Pe artie, 
How to write rover aah DANY Mra Sa She ay 
0 sages largest power and industrial plants — strong proof by 125 cuetted an teed 
ee sogether easy try, OF. 
Wotor Ad =n: a reer > prone we that S. P. I. reaches and is read by key men in the itiga ie 
a to eet wr ’ * P tn apand mo 
| ne werent SOS. so, wo wot PS South and Southwest's leading plants. P te red 
akes Pals soe wae a tae tee ra 
that m te — wa ib qnouge® asl Yery ; 
° ciate gp vinely Prey 
of Engineers Se ae > mi: 
no ee Sm 
fe nee ™ m 
x pores n 
Gf By WM. OTTO’, | ATION - atid 
Chief Engineer — teu tea - oy 
Carson Pirie Scott & Co. we wr Se ue personal = 
| er o ao ok is HY TH 
| CONSOL I DA TE HH vy L Tr E eu holding renpoorn ee oe sar ee Vinoimia Evacrsd yt. ene 
“We recently spent $160,000 in converting AIRCRAFT CORPORATIQ jour wet note, f my, 1068 
our store from d-c to a-c operation. The eee net pe 
project called for 10 miles of wiring, more —— vn 


than 400 new motors from 1/6 to 50 hp., seanta ne ret 


lots of browsing through ads and bulletins 


for installation data. A fourth of our motor | Comers, Gaon 


equipment works by remote control.” 


° 
Persomal Director 


oy 7h, 1946 7 as 
“My idea of a motor or motor control ad me é 
that makes pals of power engineers is one | SOOTHES PORSR AND repre 
: : " ue Ging 
that tells: what provision is made against Atlante, Seorria n = ae I would aemwsetete t af 
P : ' you ouls 
stalling when an overload burns out a coil ne ni tt Mee Of yong a 
at re POPPIst, “Poor Relet oc 
. in one phase; how to regulate speeds when | a . Southern Power eat 1 
™ . 5 % Pees wader 4 2 
am desired; if control has illuminated push ns _ OUST fo, ay STOO om for the ten (10) 
Ly tenet sont wy ee ¥. 1Ges. 
: button to signal on or off. We're hungry for . ’ , : . . r : -— sere rece! ve 
- . ” . . Very truty toure, 
hookup diagrams, hints on maintenance. 
an 
*Mr. Otto, dean of Chicago d. t CRS OATES Sue rien 0 (pian, - 
sini , 4g0 depart- Sachets pe . + 0. Temedine 


ment store engineers, has been a ie , mt 
POWER PLANT ENGINEERING las 


reader and contributor since 1934. 
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‘ . : s ’ . # }1946, issue. It will sell at 20 Kenneth Kitch, editor of South- 
: OSs ee silane i Sun-up Magazine cents per copy, $2 a year, and/|ern Seedsman, will edit the new 
fe Pr eel et Gutdoor cilia ertising| with Lyon & Healy, Chicago, has Bows in February aa a page advertising rate te Allen aero is al 
Ip C BR¢om pany, Davenport and Cedar} been appointed midwestern dis- =p nad Pee aaa) + hee a ge pk ome office 
Whit. fiRapids, Ia., has been appointed] trict manager, in Chicago, of radio Chicago, Oct. 30.—Plans to, Sun-up Magazine, termed a of the publication is the Moore 
d Air, anager of Robinson Outdoor] phonograph sales of the Meissner launch Sun-up Magazine— A)" ‘bell-wether medium for’ the} building, San Antonio 5. 

Tt ord, advertising Company with head-|manufacturing division of}magazine of southern living and South” by the publisher and for- 


| 
| 
| 
| 
| 
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Y and Muaters in Lincoln, Neb. Maguire Industries, Inc., New|] gardening’—-were revealed here|mer Milwaukee agency president, ‘SOUTHLAND’ STARTS 
“4 son ciesgdcRicaans York. last week by L. Kemper Wilson, | will emphasize gardening. edi- Atlanta, Ga., Oct. 30.—South- 
“y tia ea araetenes also publisher of Southern Seeds-|torially, but also plans such de-|land Magazine, a new monthly 
Perryman to McDowell To Flickinger Division man, San Antonio, Tex., trade | partments as “Travelore,” “Shop| magazine of the South, will make 
Ves : rte i gt get recently G M. Hardy h b f publication established in 1938. | Sifter” (covering novel home and|its debut the second week in No- 
Ttising Hi, : mpg hy tl nae go painted auben manager of the Buf- The new magazine, with a cir-|garden gadgets), “Southern|vember. George S. Lowman Jr., 
rec to Mors tive of Charles McDowell| falo, N. Y., branch of S. M. Flick-|Culation guarantee of 50,000, will|Cookin’,” “Gift Knacks,” “Chore| outdoor advertising executive, is 
ding, aay rtising, Boston. inger Company’s liquor division. !make its bow with the February,|Cuts” and “Work Bench.” publisher of the new magazine. 
Al William Hart, former Atlanta 
= newspaper man, is editor and Paul 
Warwick, former newspaper man | 


and advertising executive, is as- 
sociate editor. 


‘Chain Store Age’ Adds 3 
Chain Store Publishing Corpor- 
ation, New York, has added three 


\ I a P. . e d ’ 707 : - 7 . « 17 " ; ~ 
: KE OwE;ER a vertising representatives to its 
: & Light Company Co» Chain Store Age staff. Robert O. 

Carolina noc Conon ; * orice Skinner will work on grocery edi- 

Raietad ae. 5 COMPANY ChAmorre Lc. tions, William C. Parrington, 
le wy 3 ONTINENTAL 
Ph € 
Py, Soares aps, bis druggist editions, and Wayne W. 
"W/Lp _ aes ——> — ceria " Teeter, variety editions. 
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In 16 Markets Richmond WRNL 
People Wonder = si tous, xox 


. f ’ Minneapolis WTCN 
Which Is ABC Salt Lake C. KUTA 
New York, Nov. 1.—Until legal Denver KVOD 


action now under way in Chicago | 5° ee as 
by Associated Broadcasting = a aa 


..» MANUFACTURERS... 


Many manufacturers—especially the smaller firms—have a good 
selling item for which they would like to establish national] sales. 
Some of them have held back because they felt they did not have 
the resources for launching a national campaign. 

But hundreds of manufacturers have successfully established them- 
selves on a national scale with sales running into very large 
volume annually—starting from scratch and with a very low 
promotional expense. 


There is now available to interested manufacturers without cost or 


poration against American Broad- a ag ee oo 
casting Company determines | 


which may call itself the “ABC | 


*Long Beach. 


Ss obligation a new booklet ‘‘Quickest Way to National Sales’’ which N ork.” lis “Ss j areas i “ 
dae fully explains the methods used by these successful manufacturers ax rk, maceners orl 16 roby an | Associated also has some shows | 
to establish themselves. These methods are equally applicable which the two networks now com- | 


ath may he axmeeted to eet More | on WCKY, Cincinnati, competing 
: ? : with American’s WSAI, and on 
spp Boom ov agen age - ami: ..| WIND, Chicago, competing with 
indsotiated ells. them: This is | American's “WENR, and Associ 

a gen ated’s KWBR, Oakland, reaches 


vse eigen ag gt age al into the area of American’s KGO, | 
American says: nis is ABC—|oan Francisco. 


whether you want sales to dealers or direct to the consumer. 


.. ADVERTISING AGENCIES. . 


This booklet is also available to interested Agencies and it may 
well enable them to very + we ad serve their Clients by recom- 
mending this proved met of distribution and getting them 
quickly established with nation-wide sales. 


FIZZ TALK—W. S. Brown, adver-ising 
manager of Canada Dry Ginger Ale 


. When writing for this FREE booklet please give name of firm in the American Broadcasting Com- Inc., discusses new copy theme of the 
full and the name and title of the executive to whom the booklet pany.” aay ty company's sparkling water campaign 
is to be sent. Address— J: 9 


Associate’s new affiliate, WMCA, Issues Supplement _ with W. M. Collins, vice-president jn 
for instance, competes with{| Supplement No. 1 to Volume 14 re ry gree —_ and Car 
American’s WJZ in this area. In|of Market and Newspaper Statis-| °¥°° ° bh - — nc. New York 
other areas the competitive lineup/| tics has been released by the! @9°nty jane ing eet the 


SPECIALTY SALESMAN MAGAZINE 
Dept. AA, 307 No. Michigan Ave. 


CHICAGO 1, ILL. in: American Association of Adver- | company's = division managers 
— American Associated | tising_ Agencies. | Cities included Serene 
. és are those in which audit reports | 
L Boston WCOP WMEX [have been completed for the| H Rejoi G 
ms es Baltimore WCBM WITH | period ending Oct. 1. ouse ejyoins regory; 
) Agency Adds Accounts 
ee | Bromley House, vice-presiden: 


of Gregory Advertising, Cleve. 


LI UU | L[¥ | land, has returned to the agen 

|} after 27 months of Army service 
Lee Webster, recently discharge 
from the Army air forces, ha 
joined the agency as productio: 
| manager. 

The agency, has been appointe 
to handle the advertising 
Sonard Company, Cleveland, man- 
ufacturer of motor tune-up lubri- 
cants; Garland Company, Cleve 
land, manufacturer of paints, a: 
RKO Theaters in Cleveland. 


Ohio Forms First State 


Program Managers’ Unit 

Gene Trace, program manag 
of WKNB, Youngstown, O., ha: 
been elected chairman of the CBS 
Program Managers of Ohio, ne\ 
group formed to achieve a clos 
programming alliance  betwes 
CBS affiliates and the broadcast- 
ing company. 

Others in the group inclu 
| David Baylor, WGAR, Clevela 
|H. L. Hageman, WADC, Akro: 
|G. Parkinson, WBNS, Columbus 
Lester Spencer, WHIO, Dayto: 
and Joel W. Stovall, WKRC, Cin- 
cinnati. Robert L. Kennett, CBS 
director of program relatio: 
New York, was instrumental 
founding the organization. 


Hiller Named Ad Head 

Hal C. Hiller has been ap- 
pointed advertising director of t 
Eagle, Wichita, Kan., succeeding 
the late Ernest P. Gosling. 
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When real estate boomed, slick sellers a choice performance, not a catastrophe. 
painted Tropical Terra as a paradise above With a large staff of craftsmen, Intaglio col 
par, an earthly Eden where orange trees and __... working from separate units or complete LITTLE STRANGERS wi 
ae rum-coke bushes sprang up between breakfast copy ... carries thru all stages of gravure During the next ten years 25 0 

og and lunch time. But Mr. Thumbody, the buyer, service—photography, negative and positive | young people will have achieved \° P 

_ P 3 br |ing age. What they think abou! \° ° 


was in for a surprise... he had been stuck making, retouching, staging, etching, the and your products may well di 


with a coral plantation, readily accessible by supplying of progressives and of uniform on what you do now, today! yo 
’ oe Some of America’s most fory i! 

looking businesses have found it 4)> ; 
school, if not for grove or farm... of magazines in rotogravure. to tell their story to the 7! wi 
| teacher-subscribers of the 43 a 

ated State Teachers Magazines 

. sight unseen, were a chance and conjecture SKILLED color service experts, Intaglio 'teachers influence on her pupi 


diving bell or sub, suitable for a mermaid positives... for advertisers, and publishers 


Lots in the sun-lit South, purchased 


oN 1 . , ‘ , tc -me ils 
\ and so was colorgravure before Intaglio consults and advises, prescribes as well as turn, is tremendous. And pupil 
i) ; bie - : ; a eee” a way with the keeper of the 1 
pi provided proofs for advance check. produces—gives rapid, efficient service from | pocketbook . . . and how! 
- <P TERLA . . ’ , , . 
{ gopicAl | FEE plants in Chicago as well as New York... | You can buy coverage at low « 
uh, N hn actvestions ¢ a dill ee shes ‘ble id teat gupredhectl : | any combination of from one 
\ OW the advertiser can preview, correct, makes possible identical reproductions in states. Let us give you the full 
aren n= revise before publication. When his message many different cities at the same time. Write State Teachers Magazines 
7 5h | “> - | 307 N. Michigan Ave., Chicago 
pe As ia appears, he knows the color will be right, Whatever your color or monotone problem 
y Ap @ Se ° . i + ae 1e rig . : ae 
ne ——- the tones in key, every detail as designed ask Intaglio! Georgia C. Rawson, Manag 


Reaching America’s Most Influential | 


INTAGLIO SERVICE corp, QRS 


MAGAZIN 
New York: 305 East 46th Street 
e Rotogravure Servicers CHICAGO: 731 Plymouth Court An association of 43 state teachers maa 
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: Uranium 235 is pretty powerful stuff. A few pounds of it pulverized Hiroshima and Nagasaki. But it’s very weak 

L compared to J. D. 27, the mysterious energy that discovered, controlled and released the power of U 235. 

What's J. D. 27? Most of the men who worked on the problem of U 235 received no publicity. They were a lot of John Does 
oul of science. Their average age was 27. So we use J. D. 27 to symbolize the Creative Energy of the group of 


young men who, in a few years, wrapped up and delivered the first package of atomic power. You can blow up cities 


or 

it ay 

71,00 with U 235; but if you want to build peaceful and prosperous cities you must use creative energy like J. D. 27. 

a 
Cs 
ae Advertising and publishing generates a lot of creative energy that is constructively directed to peaceful ends. 
iS ” 7 

Our contribution to this activity is modest, mechanical, but essential. We make the finest engravings that advanced 
( 
i 7 technical equipment and craftsmanship will produce. Our purpose is to add the extra impact of fine cae 
Rec 

S ‘a . 
o reproduction to graphic ideas. This is why, in spite of slow deliveries due to material and labor shortages, 
ge . . bd . . . ‘ 
1) advertisers and agencies from coast to coast have continued to send their engravings to CM & H. 
¢ They were willing to wait a little longer for the best. 
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War Ad Council 
Wins New Tribute 
on Wrigley Show 


Chicago, Nov. 2.—One of the 
nation’s leading exponents of pub- 
lic service advertising, Wm. Wrig- 
ley Jr. Company, paid a _ special 
tribute to the War Advertising 
Council last night as it shifted its 
wartime CBS network show, “The 
First Line,” to a peacetime basis. 

Many of the needs of wartime 
advertising are gone, Wrigley’s 
radio audience was reminded, but 
the Chicago gum manufacturer 
said its new program, following 
a peacetime pattern of entertain- | 
ment, “will carry messages to you 
as they are requested by the Ad- 
vertising Council—formerly the 
War Advertising Council.” 

Wrigley, in behalf of the once- 
familiar Spearmint gum it stopped 
making last February (AA, Feb. 
19), devoted the first half of its 
9-9:30 p.m. CST program tonight 
to a Victory bond appeal by Sec- 
retary of the Treasury Vinson, 
speaking from the grand ballroom 
of the Waldorf-Astoria Hotel, New 
York. 

Reviews Council Founding 

Then switching the remaining 
quarter hour of Episode No. 191 
of “The First Line’ back to Chi- 
cago, Wrigley retold the story of 
how advertising mobilized by the 
War Advertising Council used its | 
experiences and widespread facili- 
ties to carry messages of national 
interest to the public. 

Wrigley’s “First Line,” one of | 
the first 100% war shows, was 
launched Jan. 1, 1942, and in the 
months since then has dramatized 
achievements of the Navy and 
presented, in person, men who 
took part in most of the Naval 
actions of the war. People at home 
wanted to help too, and, the Wrig- 
ley narrator said, “it was lucky 


NEW BEDFORD 


Ranked 


for the country that there were 
two forces operating to get you 
folks together with the people in 
government who could give you 
the information you wanted. 
Unite to Aid Public 
“There was advertising—includ- 
ing radio that was just growing 
up, you might say, winning a big 


place for itself in our national 
life—and there was American 
business, just as anxious as you 


were to use all its resources, all 
its knowledge and experience, to 


help win the war. So, right there 
in the nation’s capital, American 
business offered itself.” 

The ad council, Wrigley said, 
acted successfully as contact be- 
tween “you folks and your gov- 
ernment.” The public accepted 
the information it received through 
advertising “because so much of 
it came on programs with which 
you were familiar, and under the 
sponsorship of advertisers that 
had become friends of yours over 
the years.” 


The new Wrigley program, a 
dramatic series, will be aired at 
the same time via CBS. Arthur 
Meyerhoff & Co. is the agency in 
charge. 


Arnspiger Named 


Dr. V. C. Arnspiger has been 
named executive vice-president of 
Encyclopaedia Britannica Films, 
Inc., Chicago. Other new officers 
named are: H. R. Lissack, vice- 
president in charge of sales; Dr. 
Melvin Brodshaug, vice-president 
in charge of research; J. A. Brill, 


Advertising Age, November 5 | 94: 
vice-president in charge 0! pro. 
duction, and Dr. Theodo: M 
Switz, vice-president in cha) ie , 
overseas sales. 


Roberts Opens Own Fim 


Wade L. Roberts, former! a. 
sociated with Ralph C. Co. hea, 
Corporation, New York, and For, 
Instrument Company, Long | |an, 
City, has opened his own many. 
facturing and sales com) an, 
Land of the Sky Industries 5(: 
Fifth Ave., New York. The firs 
product to be announced is a: aj). 
metal 8x10 picture frame. 


ciTy 


in Massachusetts 
SALES MANAGEMENT 


in their estimate of 


PERCENTAGE GAIN 
over October, 1944 


RETAIL SALES 


for October, 1945 


ONE newspaper gives you blanket 


coverage. 
Circulation 
Daily 51,329 

Sunday 41,242 
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THE FOLKS ON THE OUTSIDE WANT TO DIAL 


on the Pacific Coast, too! 


THE OUTSIDE MARKET houses half the radio families on the Pacific 


Coast. These people are good customers —they spend approximately 


half of the more-than-eight-billion-dollars in retail sales each year 


THE OUTSIDERS on the Pacific Coast want to 
dial your radio show, but they can’t unless you re- 
lease it on Don Lee... because the Pacific Coast is 
1,352 miles long and covered with mountains up 
to 15,000 feet high—and only Don Lee has enough 


stations (39) to deliver both the “‘inside’’ and the 


*‘outside”’ markets completely. 


This isn’t just a guess. A special C. E. Hooper 
coincidental telephone survey of 276,019 calls, the 


largest ever made on the Pacific Coast, showed 40 


Lee’s 39 statior 
have only 29 st 


Don’t keep 


is (the other 3 networks combined 
ations). 


your “‘outside’’ audience waiting 


any longer to hear your sales message. Use the net- 
work that carries practically as much Pacific Coast 


regional business as the other three networks com- 


bined—DON LEE! 


Example from Special C. E. Hooper Survey 


EL CENTRO, CALIFORNIA 


to 100% of the ‘‘outside’’ audience tuned to Don 


Lee. (See example below. ) 


And no wonder... more than g out of every 10 


radio families live within 25 miles of one of Don 


The Nations Greatest Regional Netwe rk . : 


SHARE OF AUDIENCE 
STATION 
Daytime Evening 
Don Lee Station KXO 74.4% 71.4% 
Most popular out-of-town station 13.7% 14.0% 


Other examples to follow 
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Witt Heads NIAA, 
But Definitely! 


ieveland, Oct. 31.—In a move 
strengthen its organizational 
ac’ vity, National Industrial Ad- 
isers Association today elected 


Arno O. Witt, advertising man- 
age of Schramm, Inc., West 
Chester, Pa. chairman of its 
bon d, and advanced W. Lane 
W its executive secretary, to 


post of president and general 


manager. 

The action was taken at a con- 
ference here attended by board 
members and delegates of each of 
the association’s 27 chapters, con- 
vened for the purpose of electing 
new officers. The association’s 
annual convention had been can- 
celled because of travel regula- 
tions, and its normal election had 
also been postponed. 

Lane Witt, the new president, 
was formerly managing editor of 
Industrial Marketing, and _ pre- 


viously had been in the adver- 
tising department of Crane Com- 
pany, Chicago. The two Witts 


are not related. 


Davis Goes to Europe 

B. G. Davis, vice-president and 
general manager of Ziff - Davis 
Publishing Company, Chicago, has 
left for a six-week trip to Eng- 
land, Ireland, France and Sweden, 
where he will survey business 
conditions and establish contacts 
for both the book division and the 
Ziff-Davis magazines. 


Boost Units More, 
Hoag Tells Co-ops 


Washington, Oct. 30.—The high 
reputation which products of co- 
operatives have attained should 
be used to promote cooperatives 
as sound organizations, W. G. 
Hoag, principal editor, informa- 
tion and extension division, Farm 
Credit Administration, writes in 
the current issue of the FCA’s 
“News for Farmer Cooperatives.” 


na as aes 


THOMAS S.LEE, President 


Approximately half the retail sales on the Pacific 
Coast are made OUTSIDE the counties in which 
Los Angeles, San Francisco, San Diego, Oakland, 
Portland, Seattle and Spokane are located. 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mer. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 
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Co-ops, Mr. Hoag asserts, 
should emulate private industry’s 
practice of humanizing the or- 
ganizations turning out private 
brands. Pointing out that well 
recognized co-op products offer 
co-ops a chance to sell consumers 
the value and soundness of 
individual co-ops, he says: “All 
that’s necessary is to let the pub- 
lic in on the secret; ‘It’s brought 
you by farmers themselves— 
through this co-op they built up 
to do the job,’ or ‘Produced by a 
farmers’ cooperative’ could be run 
into the advertising copy, on labels 
or under the organization’s name 
in posters and displays.” 


Brigham Joins KCMO 


Dick Brigham, formerly with 
Trasitads, Inc., has 
joined the sales staff of KCMO, 


| Kansas City, Mo. 


‘Dunton Made Chairman 


A. Davidson Dunton has been 
made the first full-time chairman 
of the Canadian Broadcasting 
Corporation board of governors. 


‘STAKE OUT 


A CLA/M” 


in the Influence Market 


BETTER 
FARMING 
METHODS 


Be sure your Farm Magazine Schedule 
includes this “Business Magazine” which 
reaches these Agricultural Leaders at such 
low cost. Every helpful issue goes direct 
to the interested attention of ... 


County Agents 
Agricultural Teachers 
and Extension Leaders 
Make sure these farm leaders know all 
about the merits of your goods. Best way 
to reach them is through Better Farming 
Methods, for 17 years the business mag- 


azine of farm leaders. 


BETTER 
FARMING 
METHODS 


WATT PUBLISHING CO. 
MOUNT MORRIS, ILL. 
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Rejoins Markets Group 


Maj. Frank E. Rutledge Jr., 
with the Army for the past three 
and one-half years, has returned 
to the eastern sales staff of First 
3 Markets Group. 


Framer Leaves WAAT 


Walt Framer, publicity and 
audience promotion director of 
WAAT, Newark, has resigned to 
free-lance in the radio production 
field in New York and Hollywood. 


Rendla to Frey 


John J. Rendla, recently dis- 
charged from the Army, has been 
appointed production manager of 
Charles Daniel Frey Advertising 
Agency, Chicago. 


Winkley Returns 


Prescott Winkley, who left 
James Thomas Chirurg Company 
to join the Army, has returned to 
his position as space buyer of the 
| agency in its Boston office. 


GeLECT CHICAGO for 


400,000 Negro population 


GEORGE T. HOPEWELL, 
NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in — 


““CONCENTRATED” 
NEGRO MARKETS 


great Negro market. Chicago, with its more than 
CAGO DEFENDER — largest concentrated A.B.C. 


Negro circulation in the world. 
Write for information: 


CHICAGO OFFICE: 75 E. Wacker Drive 


your test of America's 
is covered by the CHI- 


Exclusive Representatives 


Ohio’s Suggestion 
For Beer Ad O.K. 


Causes Furor 


Columbus, O., Nov. 1—A _ de- 
mand that all advertising of wine 
}and beer be submitted for ad- 
vance approval, which the Ohio 
Department of Liquor Control had 
prepared to be sent to all A and 
B permit holders and oyt-of-state 
| distributors of wine, beer, malt 
liquor and_— spirituous liquor, 
| caused such a stir that the board 
| has decided to hold up mailing 
of the letter until it can be gone 
over again and possibly modified. 

It was the closing paragraph of 
the letter which caused 
| trouble. It reads as follows: 

“In order to avoid the 
of a hard and fast rule (relative 
to advertising) which 
some instances result in hardship 


| 
| 
| 


|campaigns, the board’s 
|now is that in the future all ad- 


|vertising copy for the purpose of | 


| newspaper, magazine, radio, bill- 


the | 
fixing | 
might in| 


and prevent plausible advertising | 
position 


Advertising Age, November 5 


| board, window display signs and 
all forms of advertising must be 
submitted to the board for ap- 
proval before use.” 


Women and Children Out 


“There is absolutely nothing 

new in the letter that is not car- 
ried in Regulation 54,” said Mrs. 
Maude McQuade, new chairman 
of the board, “except the require- 
ment that the advertising be sub- 
mitted for approval before it is 
used. Our only purpose is to pro- 
tect the advertisers against them- 
selves.” She said that the board 
has always frowned on advertis- 
ing of any kind that contained 
pictures of or reference to women 
|and children. 
The first that liquor dealers of 
|Ohio knew of the proposed new 
order was an innocent item ap- 
|pearing in certain newspapers, 
given out by the board with its 
|routine publicity. Immediately 
protests began to pour in. 

Discussing the _ incident, 
|Frank J. Lausche said that 
must 
‘are 


Gov. 
“we 
recognize the dangers that 
inherent in any attempt to 


TRIPLE ¢ “ 
Economical way 
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; Gre ane 
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laree: 


National Representatives BOGNER & MARTIN 
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The Star gets around, covers. 


Columbus 


TAR 


ground. Skims the cream off the rich markets 
of Columbus, Greater Columbus and impor- 
tant cities in Central Ohio. It’s the one paper 
buy-minded people look for, ask for, pay for 
at moment of purchase. They don’t just read 
The Star —they revel in it, respond to your 
ad like a friendly accelerator to your foot. 
It’s the publishing miracle of Columbus. Use 
this sure-bet, triple-threat, nickel joy-ride. 


> 


/\\ 


THE WEEKLY WITH DAILY CIRCULATION 


90,818 A. B.C. 


295 MADISON AVE., NEW YORK 17,N. Y. 


180 N. MICHIGAN AVE., CHICAGO 1, ILL. 


control advertising.” He 
“There is a narrow line o: de. 
marcation between proper an. jm. 
proper advertising and the xo. 
cution of censorship powers 
become an_ invasion of “Eg 
speech.” 


Anheuser-Busch Withdra: . 


“The Board of Liquor Con 9)” 
said Mrs. McQuade, “has bee: ey. 
countering much difficulty re’ tive 
to advertising campaigns for ale; 
of wine and beer. The prin ipg 
problem pertains to size of ag. 
vertising for window display: jp. 
terior and exterior, and nows. 
paper advertising in the port) aya) 
of pictures of women. We ay; 
no desire to be censorious or dic. 
tatorial.” 

With or without advertising cen. 
sorship, the board’s attitude to- 
ward the proprieties of alcoholj 
beverage advertising has alread, 
caused Anheuser-Busch to cance! 
its poster contracts in Ohio, it i 
reported. 


Eaton Joins Henri, Hurst 


R. H. Eaton has been appointed 
controller of Henri, Hurst & Mc- 
Donald, Chicago agency. He wa 
formerly a professor of account- 
ing at the University of North 
Dakota, and is a certified publi 
accountant. D. D. Andersen con- 
tinues as assistant secretary ar 
treasurer. 


Perry to Wallace & Sons 


Foster Perry, formerly accou 


executive with Roy  Durstin 
Inc., New York, has been 
pointed advertising and _ sale 


promotion manager of R. Wallac 
& Sons Mfg. Company, Walling- 
ford, Conn., maker of silverwart 


— Rejoins WBBM 


Rolf Warner, recently dis- 


| charged from the Army air force: 


with the rank of lieutenant, ha 
returned to WBBM, Chicago, as 


sales service manager. 


Thanks for your patience in 
waiting for the return of ‘he 
Gits Line of Specialties for 
advertisers and premium us°rs. 
Soon... in early ‘46... we 
will welcome your orders for 
our new, wide selection of 
artistic, utility creations in 3ll 
plastic, or plastic combi ed 
with metal and other mate: 2! 

. in lustrous colors. This | 2 


Gits line will be a “humm ~ | 


GUS 
/ lela 3 MK 


4646 West Huron Street, Chicago “4 ' 


Manufacturers of the famous Gits F! 9” 
Knives, Saving Banks, Games, Protect-o "® 
etc. 
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Blish Rejoins Budd 


Lt. Sylvester Blish Jr., recently 
discharged from the Navy, has re- 
joined the New York sales staff 
of John Budd Company. 


SELLING NEW HAVEN'S 
INDUSTRIAL WORKERS 


The Journal-Courier goes into industrial 
plants by the thousands daily—each copy 
read by many, and passed on from shift 
to shift—each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . 100,000 readers 
3 daily! ; 


* *« THE * * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


ANPA Ad Bureau 
Names Stanford 


Sales Director 


Seeks $1,000,000 Fund; 
1,031 Newspapers Are 
Now Members 


New York, Nov. 1.—Alfred 
Stanford, formerly a partner in 
Compton Advertising, Inc., and 
now on terminal leave as a Navy 
commander, will become sales di- 
rector of the Bureau of Advertis- 


ing, American Newspaper Pub- 
lishers Association, on Dec. 1. 

Commander Stanford has been 
chosen from 150 men interviewed 
or investigated by the sales com- 
mittee headed by Vernon Brooks, 
New York World-Telegram. 

William A. Thomson has been 
named by the bureau’s governing 
board (formerly the committee 
in charge) as executive secretary 
in charge of administrative affairs 
and liaison among its divisions. 
He was formerly director of the 
bureau. 


Taubkin Promotion Manager 

The retail division under John 
Giesen has been functioning for 
several months. The sales and re- 
tail divisions will be aided by 
George Benneyan, director of re- 
search and promotion. Irving 


Taubkin, formerly with the New 
York Times, has been named pro- 
motion manager, succeeding John 
C. Ottinger, who resigned, and 
William G. Bell has been ad- 
vanced to research manager. Mr. 
Bell is now enlarging the research 
department. 

The bureau’s expected income 
for the current fiscal year is $718,- 
000, said Roy Moore of the Brush- 
Moore Newspapers, bureau chair- 
man, and a $1,000,000 annual bud- 
get is still sought, with recruiting 
of additional members. The mem- 
bership now represents 1,031 daily 
newspapers, or 74.8% of the daily 
and Sunday circulation in the 
United States and Canada. 

Mr. Stanford, 45, entered the 
advertising business in 1925 with 
E. R. Crowe & Co. as a publish- 


@ A cable from Editor Warren Platt of National 
Petroleum News, first business paper correspondent 
to personally cover war news at the front, reported 
that foreign subscribers were not getting their oil news 
fast enough. He also found hundreds of oil men in 
uniform hungry for oil news from home. So, the spe- 
cial overseas edition of National Petroleum News 
came into being, printed on lightweight paper, sent air 
mail overseas and distributed without charge to en- 
listed men and officers formerly connected with the 
petrolenm industry. 

Through these regular weekly issues, oil men build- 
ing storage plants and laying pipelines in distant 
lands, learned how 100 octane gasoline production 
was being stepped up at home. They were kept posted 
on how government and industry worked together to 
provide the greatest flow of fuel ever required by a 
nation at war. Often, the most complete picture of 


what was being accomplished in their own war areas 
was put before them on the printed page, for Editor 
Platt and staff writers traveled more than 30,000 miles 
in covering activities on both war fronts. 

With their battlefront labors completed, oil men are 
returning to civilian life and the petroleum industry, 
returning to meet the needs of expanding markets. 
And so, the overseas edition of National Petroleum 
News wins a merited honorable discharge. More than 
259,000 copies in 58 consecutive editions, read every- 
where from Berlin to Tokyo, are another reason why 
oil men who learned to depend upon both the regular 
and special overseas editions of National Petroleum 
News will tell you... “if it’s news of the petroleum 
industry, it’s certain to be in NPN!” 


NATIONAL PETROLEUM NEWs 
1213 West Third St., Cleveland 13, Ohio 


THE NEWSMAGAZINE FOR 
OIL MANAGEMENT MEN 


Advertising Age, November 5, i945 


’ 


ers’ representative. He was a 
partner in the formation of Pay} 
Cornell Company (now Ge) Tr, 
Cornell & Newell) in 1926. The 
next year he entered the Bla: \- 
man Company as head of ‘he 
men’s copy group, later becom ng 
copy chief and a vice-president 
and director. He remained w ith 
the Blackman Company until 
Richard Compton, Leonard Bush 
and Mr. Stanford bought out the 
older partners and formed Comp- 
ton Advertising, Inc. When he 
entered war service he disposed 
of his interest in that company 


Additional Companies 
Sign for Ziv Shows 


Three sponsors’ reported by 
Frederick W. Ziv Company, New 
York, for its transcribed program, 
“Songs of Good Cheer,” are Hyde 
Park Brewing Association, through 
Gardner Advertising Company, 
St. Louis, using nine Illinois and 
Missouri stations; Sweet Candy 
Company, Salt Lake City, through 
Gillham Advertising Agency, us- 
ing two Montana stations, and 
City Ice & Fuel Company, Cleve- 
land, through Gregory Advertis- 
ing, Inc., over WJW, Cleveland. 

Five companies sponsoring the 
program, “Sincerely Kenny 
Baker,” produced by the Ziv 
Hollywood office, are High Class 
Baking Company, in Evansville, 
Ind.; H. H.«Claussen’s Sons, Inc., 
over two South Carolina stations; 
Hartwell Jewelry Store in Okla- 
homa City; Theming Coffee, in 
Topeka, Kan., and Fort Pitt Brew- 
ing Company, Sharpsburg, Pa. 


Makes Garden Tractors 


Ellinwood Industries, Los An- 
geles, which recently purchased 
rights to produce the Cat line of 
garden tractors from California 
Motor Cultivator Company, has 
begun production of the tractors 
with a _ special muffling device 
which, it says, makes them four 
times less noisy to operate than 
standard models. 


New Hollywood Agency 


William S. Pardee, formerly 
with Hollywood Citizen - News, 
and Walter C. Cash, formerly with 
the Los Angeles Times, have 
formed a new agency, Pardee, 
Cash & Associates, 6912 Holly- 
wood Blvd., Hollywood, Cal., to 
handle general advertising. 


What 1s a 
SUPER 
NURSE? 


Pardon us, but we had to coin 
this word to describe the typical 
reader of a 


very important 


paper. 


We coined the word, but we 
didn’t invent SUPER NURSES : 
They are Registered Nurses with 
supervisory or multiple buying 


responsibilities. 


Read about NURSE 
AND SUPER NURSE, an l11- 


them in 


page market study giving the 
purchasing significance of Amer- 
2nd largest and 


ica’s fastest R 


growing profession. i 


Free and welcome on request. 


TRAINED NURSE 


and HOSPITAL REVIEW 


468 Fourth Avenue 
New York N. Y. 
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FIRST in CHICAGO 
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50,000 watts 


Represented by NBC SPOT SALES 
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Q at 6:30 pm 


In 1943 McLaughlin's Manor House Coffee completed plans for a 15 minute 
radio program. They wanted to reach the vast Chicago market, the nation’s 
2nd largest, where 2,855,700 families spend over $3,500,000,000 annually. 

They checked station coverages, time availabilities and then chose — 
WMAQ, the Chicago station most people listen to most. Manor House 
Coffee has been on the air continually over WMAQ ever since. Their current 
program, ‘The Manor House Party,"’ is heard Monday thru Friday at 6:30 PM. 

WMAQ — morning, noon and night—reaches the people who listen and 


buy. Information concerning time availabilities furnished upon request. 


The Chicago station 
most people listen to most 
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“Better have WFDF Flint call 
for volunteers. We're out of 
control,” 


Wax-O-Namel Is 


'|Ready Now, Trade 


Told by Johnson 


Racine, Wis., Nov. 1.—First ad- 
vertisements announcing availa- 
bility of its new Wax-O-Namel 
have been launched by S. C. 
Johnson & Son, following an ad 
series started last May to familiar- 
ize the trade with the product’s 
name. 

The new product is a wax-im- 
pregnated enamel, which the 
Johnson ads invite manufacturers 
to use on their products to give 
them “the finest finish ever for- 
mulated for household equipment. 
It keeps its looks longer and is 
easier to clean. Wax-O-Namel 


presents no production problems. 
It may be applied and dried by 
any conventional. method. Give 
your products the extra. sales 
magic of a factory-applied Wax- 
O-Namel finish.” 

The new series is being sched- 
uled exclusively in trade publica- 
tions, including Electrical Mer- 
chandising, Hardware Age, House 
Furnishing Review, Industrial 
Finishing and Southern Hardware. 
No consumer advertising is 
planned, 

Needham, Louis & Brorby, Chi- 
cago, handles the account. 


Field May Buy KOIN 

The sale of Station KOIN, 
Portland, Ore., to Field Enter- 
prises, Inc., may be confirmed this 
week. C. W. Myers, president of 
the station, said the deal will be 


closed when the 32 employe stock- 
holders of KOIN consent to the 
transaction and when the FCC 
grants approval. 

The transaction involves sale of 
the station’s stock to Field Enter- 
prises for $943,967, plus any in- 
crease in net worth from Aug. 31. 
KOIN, the CBS outlet in Portland, 


operates on 970 kc, 5,000 watts 
fulltime. 
LAA Adds Members 


Daniel J. Lyons, Equitable Life 
Assurance Society, New. York; 
Mrs, Tracy Millard, managing edi- 
tor,, “Points,” of Mutual Life In- 
surance Company, New York, and 
Miss Lillian Gilster, assistant di- 
rector of sales promotion, Frank- 
lin Life Insurance Company, 
Springfield, Ill., have been elected 
members of Life Insurance Ad- 
vertisers Association. 


RUNNING TRUE TO FORM. 


18 years ago the News-Post set the pace when 


it became the most popular evening paper in 
Baltimore. it’s running true to form today — 
still the evening paper that most Baltimoreans 
read. And not because of luck, or contests — 
but because it’s the kind of paper people enjoy 
reading. Well-written, accurate reporting. Well- 
known feature writers. To sell Baltimore, make 
your choice the people’s choice. 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


~ 


Advertising Age, November 5, | 4; 
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TIE-UP — Boyle-Midway, subsidiary of  o~, 
American Home Products, makes a 

strong tie-up between its wax and its mai 
new cleaner. This ad ran in Colum. 

bus, O. 4 
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NY Central Names 
Collins Ad Head; 


Lockwood Retires 


New York, Nov. 1.—Mac G. 
Collins has been appointed ad- 
vertising manager and assistant to 
the vice-president in charge of 
traffic of New York Central Sys- 
tem, effective today, replacing 
P. V. D. Lockwood, who will re- 
tire Jan. 1. 

Mr. Lockwood ‘joined the New 
York Central 40 years ago and 
first became advertising manager : 
of the system in 1907. He was N 
with the railroad throughout this 
period, except for nine years in 
advertising agency work. 

Mr, Collins has been executive 
on the New York Central account 
with Foote, Cone & Belding. The 
functions of the advertising de- 
partment, he told AA, are being 
broadened. Research into pas- 
senger habits and desires, which 
has been conducted by the agency, 
will be taken over by the depart- 
ment. 


Newbery Joins McCann 


F. Stanley Newbery Jr., for- 
merly vice-president and director 
of marketing and research with 
Ruthrauff & Ryan, New York, has 
joined McCann- Erickson, New 
York, as account executive. He 
served as a lieutenant colonel in 
the Army air forces for the past 
three years. 


To ‘Radio Maintenance’ 


Sanford L. Cahn, formerly ad- 
vertising manager of Radio News 
and Radio- Electronic Engineer- 
ing, Ziff - Davis publications, Chi- 
cago, has joined Radio Mainten- 
ance in a similar position. 


My 


COLLINS, MILE! 
& HUTCHING: 


PHOTO-ENGRAVER® 
IN CHICAGO 
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MAYBE YOU'D LIKE TO KNOW 


WHAT RAW(RTT knows about WOME 


Here is a list of surveys made by Fawcett Publications — studies of the important 


aspects of a woman’s life. If you are interested in what women buy, what they do to 
improve themselves, what they like most in everyday life, then look at this list. 


*Hand and Nail Care 
*Skin Care, Cleanliness and Fragrances 
*Make-up 
REGULAR BEAUTY SURVEYS *Personal Daintiness & Leg Make-up 
*Hair Preparations 
*Summary 
*Fighting Facts (Food and Beauty Forums combined) 


PE TROD 5 ssciccc ed neater aeons ... January 1943 
ee | ce Te ee fe, 
FOOD SURVEYS I sila jies ccc Aadvancbapedisdo macncseeosccbicesiseiieaski p July 1944 
so a ae eee ........ May 1945 
FOOD & BEAUTY FORUMS COMBINED { i Lt NT BL | 
Toilet Cleaners................ Aug. 1942....... Ques. on usage & brands 
Gas Refrigerator............. Feb. 1943........ “of gas ref. 
Silverware... -wvseDIOC, 1943....... “os " & future plans 
Olives & dried fruits....... Feb. 1944......... “  “  “  & future plans 
SPECIAL HOUSEHOLD SURVEYS Milk Fortifiers................. April 1944...... “ * & brands 
Bathroom Cleansers 
S oepees.............0en ions... ~ “ “ “ ® 
, EE eee Ka  - = 
in 
for- Cake make-up............. April 1942...... Ques. on usage & brands 
rector Bleach Cream..................Dec. 1942........ s. « . 
Py "% Ge : Dry Shampoo....... tI. aaa 2 o- ee = 
"New ad Sanitary Napkins. ........... Nov. 1943.......Most imp. feature when 
He selecting napkins 
el in Face Powder....... _........ Nov. 1943.......Product Testing 
| past Face Powder....... ——— = . 
Dry Shampoo............:.... Jan. 1944......... Copy 
Cake Make-up...... — | Ques. on usage & brands 
SPECIAL BEAUTY SURVEYS Face Powder Test... July 1944........ Product Testing 
Hair Rinse Test...............Sept. 1944... “ = 
Compact........................... Oct. 1944........ Ques. on Design preference 
Lip Pomade..................... Dec. 1944....... " “usage & brands 
Deodorant Test.............. Jan. 1945........ Product Testing 
Hair Rinse... : _ June 1945... Ques. on usage & brands 
Medicated Face Cream... June 1945... Copy Testing 
Beauty Course... Oct. 1944... Ques. on home beauty course 
Home Permanents April 1944 “ “usage & brands 


@ These surveys helped widen our knowledge of | reach women, 20 to 30 — married, homemakers, 
the women who read the Fawcett Women’s mothers —as in the Fawcett Women’s Group. If 
Group — 3,400,000 of them. Nowhere else can you want to reach the women who buy your 
your advertising dollar be used so effectively to products, use the Fawcett Women’s Group. 


Reach Women of 20 to 30 in the 


FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS © MOTION PICTURE MOVIE STORY 
Fawcett Publications, Inc.,295 Madison Ave., NewYork 17, N.Y.,World’s Largest Publishers of Monthly Magazines 


*Surveys available to you. If you 
care for any of these, write 
Fawcett Publications, Inc., now. 
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30 Advertising Age, November 5 1945 
Fleischmann Distilling Fewer Walnut Ads Auto-Lite Issues Tabloid toner enna - 7 — of = = rege rian = herp 
. : ' ; e s brand names o utomotive Journal anc 
Names White Sales Head} California Walnut Growers As-| Electric Auto-Lite Company,| automotive parts manufacturers Super Service Station. ™ 
Z : sociation, Los Angeles, will spend| Toledo, O., in an eight-page tab- hi f “e 
Lt. Col. Charles S. White, for] considerably under last year and| ioid-size newspaper issued to its|Which subscribe to the associa- pennies sama 

39 months with the Army air| somewhat less than average in| distributors and dealers, is an-|tiOn’s “jobber policy. Coffee Drive Launche: 

forces, has returned to Fleisch-| advertising, despite a record wal-|nouncing the new time for the The new series’ first ads men- G. Washington Coffee Re 
mann Distilling Corporation, New| nut crop. The association will} company’s radio program featur-|tion Ohio, Perfect Circle, Ring- Company Morris Plains. } ‘hg 
York, and has been elected vice-| employ outdoor posters, with some|ing Dick Haymes. The show) True Bearings, Burd, Sealed division of American Home F J. 
president in charge of sales. Sunday supplement space. moved to the CBS network Oct. Power, Hastings, McQuay-Norris|Inc.. has launched a six- ods 
He has been in the company’s a aie 7 is ga Saturday | snd other brand names, with copy|campaign for G. Washin; rer 
sales department tare tas, and Belgrano Aids McNutt | ee to promoting the emphasizing that MEWA jobbers egg oe Ragga oe ers 
prior to Joining t e Army was : ; ._|radio program, Auto - Lite lists| “are your one and only source of , 50, Ani cles 
manager of state store sales. Frank N. Belgrano Jr., presi “_ -|supply for all parts for all cars.”| New* York, Oakland, Philade phi, 
dent of Central Bank, Oakland,|°ther supporting campaigns ~¢ 4 ra ext 7 cars. /and Providence. Insertion: 
Cal., has been appointed financial | pecs pol a, cungee 79 - Subsequent ads will play UP| 999 and 600 lines stress “all you 
adviser to Paul V. McNutt. Mr. | SCioDIng. pW ney lee ane. dine eamutacturers of equipment used can do with this one magical in. 
f _) Belgrano has been granted leave | fi rutor — - es ‘S-/to service autos in garages, gas/gredient,” which comes in tw 
SIMPSON-REILLY, LD. of absence from his post as presi- repucors. les stations, etc. ae eee se “chicken 
Publishers Representatives dent of the bank, chairman of the The campaign is a continuation | like.” uthrau yan, Ney 

: , ” board of directors of the Pacific Motor Equipment of the “seven league boots” pro-| York, handles the account. 

SINCE 1928 National Fire Insurance Company Wh 1 7 i k gram begun for the association in KOWH loins Ass: cart q 

SAN FRANCISC LOS ANGELES and vice-president of Occidental 1944 by its agency, Van Auken & Oins Associate 
| RUSS sa ” GARnIaLD BLDG. Life Insurance Company of Cali- olesalers See Ragland, Chicago. Station KOWH, Omaha, Neb 
fornia. to Expand Trade For the current campaign, the|on Nov. 1 joined the Associate 

association is using full pages and} Broadcasting Corporation a 
Chicago, Nov. 1.—JIn anticipa-| spreads in two colors in Automo-| basic station of the _ networ| 


KOWH operates on 660 kc, 50 
watts from 6 am. to sundow 
and is affiliated with ‘the Wor] 
Publishing Company, owner 0 
World-Herald. Th 


tive Digest, Automotive News of 
the Pacific Northwest, Chevrolet 
Dealers News, Commercial Car 


tion of a 75% increase by 1946 
over 1939 figures for the automo- 
tive parts business, Motor & 


Equipment Wholesalers Associa-| Journal, Fleet Owner, Ford Field,|the Omaha 
tion has launched an extensive | Jobber Topics, Motor, Motor Age,| addition of KOWH brings the As 
advertising campaign in trade| Motor Service, Motor West, North-| sociated affiliates total to 21. 


Specialty Shops on New Orleans’ 
Canal Street know it... 


| 
| 
| 


TO BOOST A BRAND OF BEER 


PROBLEM: How to give beer commercials 


an honest-to-goodness punch, even while 


Stores on Thibodaux’s 
Main Street know it 


Folks turn first to - 


impact upon audiences’ minds and mem- 
ories. Sonovox gets away from the same 
using descriptive words that are cautious old human voices saying the same old 
in tone and objectionable to none? over-used words. It makes your commer- 
ANSWER: Sonovox! Sonovox saying the cials different —interruptive— memorable. 


name of your beer—in a way that is dif- Sonovox increases sponsor-identification an 


ferent, that people remember. average of 44%! 


You've heard Sonovox as the Lifebuoy Now Sonovox is available not only for big 


talking foghorn, the Bromo-Seltzer talking national shows, but also for a few care- 


train. Through Sonovex wizardry, dozens fully-selected, blue-ribbon local accounts 


of other sounds can be made to speak—to in key markets. If you want the facts, drop 


give slogans or air-trademarks a mighty us a line today. Auditions gladly arranged 


NEW ORLEANS | 


EPARTMENT OF LOYOLA UNIVERS! 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY i 


WRIGHT- SONOVOX, INC. 


\ “Talking and Singing Sound” 


50,000 Watts « Clear Channel « CBS Affiliate FREE & PETERS, INC., Exclusive National Representatives 


Represented Nationally by The Katz Agency, Inc. 


CHICAGO: 180 N. Michigan NEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer 


Franklin 6373 Plaza 5-4130 Cadillac 1880 Sutter 4353 Hollywood 2151 Main $667 
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“What has the 


TEXAS LEAGUE 


to do with 


OUR 


ADVERTISING?” 


Dallas News Sport Pages and features are famous over 
the whole Southwest. Recently News-Sports Editor George 
White was instrumental in actually saving the life of the 
Texas League. 


Does that mean anything to an advertiser of, say, pianos? 


A million times yes. Every department of a real news- 
paper is vital. To hold our place of leadership we must keep 
hitting on all cylinders. 


Now Ready! 


THE TEXAS ALMANAC 


and State Industrial Guide 
For 1945-46 


When you buy advertising in The News you don’t buy 
mere space. You buy the old, solid selling-value of a news- 
paper that serves a// its people faithfully and well. 


A Book that should be on the desk of every A real newspaper has to do everything. 


Advertising and Sales Executive. Published by 


Tue Dattas News 


ONLY NEWSPAPER EXCELLENCE 


PO Paper Cone... 888 MAKES ADVERTISING POWER 


eer: ' 
TH Tre , a\vs2 5 oem aN 
; | \ ME es 
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_ Che Dallas Morning Netus \ 


THE TEXAS ALMANAC 


RADIO STATIONS WFAA AND KGKO John B. Woodward, Inc. 


Representatives 
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MERICA needs homes—millions of them. And 
Aw re-establish the nation on a sound eco- 
nomic foundation, the country by next spring 
must provide jobs for millions of workers. 

Buying or building a home is the most im- 
portant financial project most families ever un- 
dertake. As a result, before the building and 
allied industries can put men on the job erect- 
ing, equipping and furnishing the homes 
America needs, thousands of families will have 
to be shown what their money will buy in 
a home they can afford. 

To provide a means by which prospective 
home owners can see what architects, builders 
and manufacturers are prepared to offer, the 
Chicago Tribune within a few weeks of the end 
of hostilities announced the “Chicagoland Prize 


Homes Competition.” 


September average net 


paid total circulation: Daily, Over 1,025,000 


—Sunday, Over 1,300,000 


THE CHICAGO TRIBU 


H ‘24, 


HICAGOLAN D PRIZE 


Offering 24 cash prizes of $1,000.00 each, 
this $24,000.00 project is planned to produce a 
variety of small homes designs which it is hoped 
will prove so attractive, practical and economi- 
cal that thousands of families will be induced 
to give serious consideration to building as 
soon as they review the designs. 

To this end, it is the Tribune’s plan to give 
widest publicity to the winning designs. Week 
after week, following the decisions of the Jury 
of Awards, more than 1,300,000 copies of the 
Sunday Tribune Color Graphic section wil! 
reproduce the winning designs in full color, 
together with simple floor plans and other 
details. 

Then, further to help the public visualive, 
locally and at close range, the new comfort, 


convenience and happiness offered by the « '- 


le 


Chicana 


To help launch America’s builapn. 


dO 


THE WORLD'S GRATE 
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wg revival and create more jobs 
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chitectural profession, the builder and the 
manufacturer, it is the Tribune’s intention, 
conditions permitting, to sponsor the actual 
construction, on sites in Chicago and suburbs 
and in cities and towns thruout the middle 
west, of a number of homes demonstrating the 
full potential of designs and ideas produced 
by this competition. 

With five leading architects and four prac- 
tical builders as the Jury of Awards, and with 
the rules drawn in co-operation with an Ameri- 
can Institute of Architects committee on com- 
petitions, it is the Tribune’s hope that this proj- 
ect will spark America’s building revival right 
in the same great territory which set the pace 
in construction following the first world war. 

In concept and scope, this undertaking is 


another example of the vigorous enterprise 


ribune 


G RAT: ST NEWSPAPER 


which keeps the Tribune out in front as Chi- 


cago’s most widely read newspaper and most 


productive advertising medium. 


Seven of the nine members of the Jury of Awards confer with the Pro- 
fessional Adviser on the rules of the Chicago Tribune’s $24,000 “Chicago- 
land Prize Homes Competition” Left to right, standing: John O. Merrill, 
architect; Arthur E. Fossier, president, Chicago Metropolitan Home 
Builders’ association; Boyd Hill, architect and professional adviser, and 
A. N. Rebori, architect. Seated: Philip B. Maher, architect; John R. 
O’Connor, builder; Irvin A. Blietz, builder, and Paul Gerhardt Jr., 
architect. Jury members not present are John FE. Merrion, president, 
National Association of Home Builders, and John W. Park, architect. 


MANUFACTURERS: For complete information 
about the construction phase contemplated in this 


project, consult E. S. Benham, manager, national 


advertising, Tribune Tower, Chicago 11, Illinois. 
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Hearst Appoints French 


Carlin S. French, for the past 
six years owner-manager of 
WTMYV, East St. Louis, Ill, has 
been appointed advertising direc- 
tor of the Saturday Home Maga- 
zine and Comic Pictorial, dis- 
tributed with the New York Jour- 
nal-American and Chicago Her- 
ald-American, with headquarters 
in Chicago. 


To make RESERVATIONS 
for the Artists Guild 


Grucrrmstt. Boll 


at Hotel Continental 
November 30, 1945 


call Whitehall 5355 


STANDARD STUDIOS, INC. 


$50,000 Build-up 
Brings Ercoupe 
10,000 Orders 


Riverdale, Md., Nov. 1.—A $50,- 
000 pre-production campaign in 
magazines and aviation papers, 
from last February to September, 
has been largely responsible for 
bringing to Engineering & Re- 
search Corporation here, 10,000 
advance orders for its small “spin- 
proof” Ercoupe plane, ADVERTIS- 
Inc AGE has been informed. 
1 This campaign, through Dor- 
land International-Pettingell & 
Fenton, New York, was the cur- 
tain-raiser for what may develop 
into a $300,000 program in 1946. 

If that figure is reached, Er- 


coupe probably will rank with 
Piper Aircraft Corporation, Lock 
Haven, Pa., now reported to be 
spending at the rate of $20,000 a 
month, and with Taylorcraft Avia- 
tion Corporation, Alliance, O., as 
the largest promotional factor in 
the thriving private plane indus- 
try. Piper recently was reported 
as having 5,300 orders, with cash 
deposits. 


May Produce 25,000 in ’46 


In the best prewar year, 1939, 
all makers of small private planes 
together sold only about 5,000. 
These three companies—and Aer- 
onea Aircraft Corporation, Mid- 
dletown, O.; Globe Aircraft Cor- 
poration, Fort Worth, and per- 
haps one or two others—may sell 
at least 25,000 in 1946. Globe ex- 
pects to produce 4,000 of its Swift 
planes next year. 

Private planes thus would de- 
velop for the first time into a 


$1,000,000 - and- more advertising 
classification. 


Adopts New Slogan 


Ercoupe will emphasize a new 
slogan, ‘“‘The World’s Safest Plane,” 
and the fact that it requires “one- 
third less learning time” than 
other planes, due to the spin-proof 
feature. The Civil Aeronautics 
Administration licenses private 
plane pilots after 10 hours of duo 
and 30 hours of solo instruction. 
But CAA adds a clause to the 
effect that if the applicant is fly- 
ing a non-spinnable plane, only 
seven hours of duo and 20 of solo 
are required. Ercoupe has be- 
gun to license its spin-proof fea- 
ture to General Aircraft, for Sky- 
farer planes, and to Aeronca, but 
probably will continue to make 
most capital of it. 

In 1941 Engineering & Research 
Corporation turned out 103 Er- 
coupe planes before shifting to 
war work—and did not advertise 


“We are particularly anxious to 


reach business leaders, 


“We do so by USING The ROTARIAN.” 
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Arthur F. Luce is Treasurer of 
Stacy- Adams Company, Brockton, 
Mass., 


THE Rotarian 


35 East Wacker Drive, Dept. 11, Chicago 1, Ill. 


> BP] 


makers of men's fine shoes. 


“Rotarians as a group are well-shod men,” 


writes Mr. Luce, ‘“‘men keenly aware of comfort, 


fine styling, and serviceable leather in the shoes 


they buy. Their opinion on any product, be it 


shoes or ships, carries considerable weight in 


their communities. 


“As makers of fine shoes, we are particularly 


anxious to reach this group of business leaders. 


We do so by using The Rotarian every month, 


employing effectively designed space.” 


xk 


The Rotarian magazine provides an audience of some 


200,000 key executives . . 


. presidents, board chair- 


men, vice presidents, owners, partners, general man- 


agers... 


men who buy or influence buying for their 


businesses, their homes, and their communities. 


Let us give you facts and figures about the buying 


power of this executive audience... their business and 


community influence . . 


. and how they are reached 


most effectively and economically by The Rotarian. 


Just drop us a line... 


no obligation. 
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You can get a Federal license to tly 
with 1/3 tess instruction 


than in any other 
type of plane. wny? Because it’s 


the ‘certiriep SPIN-PROOF PLANE. 


“Certified imupatie of spinning by U.S. Civil Rerenautics Administretion 


Stine 
tee COLOUTY we we down wants end terme Leh ow vig mate Oye see 
ROO aS 
Doreen MEMANCH CORPORATION, Riwerdate, 4 


SPIN-PROOF — Engineering Research 

Corp., Riverdale, Md., plays up the 

“certified spin-proof" feature in this 

Ercoupe ad, pointing out that one third 

less instruction is required than for 
any other plane. 


at all. The pre-production cam- 
paign, this year, emphasized en- 
gineering “know how” in a stag- 
gered series in Aero Digest, Air 
Trails, Air World, American Avia- 
tion, Aviation, Aviation News, 
Flying and Skyways, and in Es- 
quire, Harper’s, Liberty, The New 
| Yorker and Time. 


Will Use Coupons 


The 1946 campaign will be con- 
|centrated in mass circulation and 
executive and news magazines 
the list as yet undetermined. For- 
tune and Newsweek are now be- 
|ing added. These insertions will 
| be couponed, offering a leaflet on 
the plane. In aviation and other 
magazines as increasing num- 
bers of Ercoupes roll off the as- 


sembly lines, selling copy will 
stress the spin-proof and other 
features. 


The Ercoupe sells for $2,994, 
| flyaway Riverdale. It is being sold 
through 18 regional distributors 
who are now appointing dealers 
The present total of dealers has 
not been tabulated. The best 
known are R. H. Macy & Co., New 
York, L. Bamberger & Co., New- 
ark, and Marshall Field & Co. 
Chicago. 


Dealers Get Kits 


Ercoupe as yet has worked out 
no allowance basis for cooperative 
advertising locally with dealers 
or distributors, but is presenting 
dealers with elaborate kits of 
newspaper mats, direct mail pieces 
and publicity plans. On their 
own, the three department stores 
will give Ercoupe substantial lo- 
cal advertising support in the last 
quarter of 1945: Macy’s, about 
$40,000; Bamberger’s, $10,000, and 
Marshall Field, $15,000 or more 


500,000 


STOCK PHOTOS 
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WRITE FOR INFORMATION 


KAUFMANN & FABRY 


425 S. WABASH AVENU 
CHICAGO © 
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Goodyear Postwar 
Sales to Be Based 


on ‘Independents’ 


200 of Own Stores 
Dropped in 7 Years 
Wilson Asserts 


Akron, O., Oct. 30.—‘We have! 
been for the independent dealer | 

st, last and always,” R. S. Wil- 
son, vice-president and sales di- 

‘tor of Goodyear Tire & Rubber 
Company, emphasized here to- 
night at the formal opening of the 
Goodyear Visual Merchandising 
Laboratories. The laboratories are 
intended to aid the company’s 
dealers in merchandising prac- 
tices and in standardization. 

“The success of Goodyear and 
every other manufacturer whose 
name carries confidence in Amer- 
ica’s households,” Mr. Wilson ex-| 
plained, “is wrapped up in the} 
success of the independent mer- | 
chant. 


First Store in 1924 


“We opened our first company | 
store in 1924 only because we be- | 
lieved it would be pretty hard) 
for us to teach retailers how to be | 
successful without first having | 
some experience ourselves. | 

“In the 1930’s, when there was’! 
a flight of capital from retailing 
in general and the retail tire 
business in particular, we opened | 
additional stores where we 
couldn’t get satisfactory inde- 
pendent dealers. In 1938 we had 
653: stores. But with the resur- 
gence of the retailer in the past 
few years we have reduced our | 
Goodyear retail stores to 453. This 
compares with 30,000 dealers that 
now offer Goodyear tires to the 
public.” 


Cut Distribution Costs 


Mr. Wilson, who is also national 
rubber director, pointed out that | 
“from the operation of our own | 
Goodyear stores, and through the 
experiences of veteran dealers, we 
have learned the lessons the chain 
stores learned years ago. We have 
whittled away at distribution costs | 
and we have learned the fine 
points of standardization. We 
have reduced distribution costs 
one half in six years.” 

The newly-opened Visual Mer- 
chandising Laboratories at Good- | 
the | 


year Hall are operated by 
company’s dealer store planning 


and display department. It em- 
phasizes “seven fundamental 
phases” in the laboratories’ ap- 
proach to simplified, modern mer- 
chandising: Product and package 
design, store design and color, fix- 
ture and equipment layout, store | 
layout, scientific interior display 
arrangements, window display in- 
stallations, and display materials 
and pricing methods. 

The department has set up 
three full-size, fully - equipped 
“stores,” complete in detail to fix- | 
tures, products, store fronts and 
exterior identification. Also in- 


LOOK IT UP in 
the MARKET DATA BOOK! 


SWE MARKET DATA BOOK TO USTRIAL 


RKETING 


| 


CONSUMER MARKETS EDITION 
. 
BUSINESS PUBLICATIONS EDITION 


cluded are scale models of service 
station and tire store equipment. 
Technicians and merchandising 
experts are on hand to confer 
with dealers who can visit the 
laboratories, or store plans may 
be discussed, via mail, through 
the Goodyear sales organization. 


Magazine Changes Name 

Reinhold Publishing Corpora- 
tion, New York, has changed the 
name of Metals and Alloys to Ma- 
terials & Methods. The new name 
was adopted to describe more ac- 


curately the publication’s editorial 
scope, which is materials - selec- 
tion and materials - processing in 
the metal-working industries. 


Gannett Joins Wadman 


Gordon H. Gannett Jr., recently 
released from the Army after 32 
months in the southwest Pacific 
with the Fifth Air Force, has 
joined the advertising sales staff 
of the publications under the man- 
agement of Rex W. Wadman. Mr. 
Gannett will work out of Chicago, 
assisting Willard R. Cotton, mid- 
western manager. 


Schofield to R&R 


Comdr. F. Perry Schofield, re- 
cently released from the Navy, 
and formerly copy director of 
Lord & Thomas, now Foote, Cone 
& Belding, New York, has joined 
Ruthrauff & Ryan, New York, as 
an executive. 


Chester F. Gilbert 
To Head Retail Unit 


The treasury department of 
Westinghouse Electric Corpora- 
tion, Pittsburgh, has set up a new 
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retail finance division under the 
management of Chester F. Gil- 
bert. Mr. Gilbert was assistant 
vice-president of Bank of Amer- 
ica, San Francisco, before joining 
the company. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 

ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, N. Y. 


MEdallion 3-0813 


Friendly Salesmen 


ESIDENT salesmen .... ready to go! Ready 
to sell your products and services through- 
out New England's rich, six-state area. 


Not one or two high-powered men — but 23 


local, friendly salesmen who enjoy the confi- 
dence and esteem of every family in every 


market throughout New England. 


Yankee's "home-town"', home-managed local 


stations guarantee you local acceptance. This 


is the kind of acceptance that produces results 
— the kind of coverage which delivers the full 


impact of your selling. 


Dollar-for-dollar, The Yankee Network is by 
far your best buy in New England! 


beceptance ¢2 THE YANKEE NETWORK'S Foundation 


THE YANKEE NETWORK, inc 


Member of the Mutual Broadcasting System 


_ 21 BROOKLINE AVENUE, BOSTON 15, MASS. 


Represented Nationally by EDWARD PETRY & CO., INC 
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Utilities Find Community 
Ad Drives of Real Value 


Public Programs Offer 
‘Only Chance,’ 
Industry Warned 


By JOHN B. MILLER 


Chicago, Nov. 1.— Community 
promotion—proclaiming the merits 
of an individual city and its in- 
dustrial and trading area — has 
moved into the forefront as a suc- 
cessful advertising theme for the 
nation’s privately-operated pub- 
lic utilities. 

New York and Chicago utilities, 
not to be outdone by companies 
in other sections of the country 
which have already jumped into 
this public service field, have 
launched their own campaigns. 
Most recent effort along this line 
has just been started by Pacific 
Gas & Electric Company, San 
Francisco, which plans to invest 
$100,000 in national advertising 
during the next six months to 
prove that northern California is 
the “industrial center of the new 
Pacific World.” 

Running in magazines and Wall 
Street Journal, Pacific Gas & Elec- 
tric Company’s ad drive may be 
extended beyond the initial sched- 
ule. Batten, Barton, Durstine & 
Osborn is the newly - appointed 
agency in charge (AA, Oct. 22). 

This spurt in privately-spon- 
sored campaigns to attract new 
industries follows highly-success- 
ful efforts of leading utilities in 
widely separated areas, notably 
Georgia Power Company, Atlanta, 
Cleveland Electric Illuminating 
Company, and the four Washing- 
ton state companies which united 
under the all-inclusive slogan: 
“Washington — the state — has 
everything!” 


Banks Boost Own Communities 


Similar efforts in behalf of mu- 
nicipalities or sections of the 
country have been made in the 
past, and are continuing in many 
cases, over the signatures of in- 
dividual banks, the railroads and 
airlines, stores and manufactur- 
ers’ associations, city chambers of 
commerce and county groups, and 
by newspapers, business papers 


4. More key offic 


ington read TIME llarly than 
read any other magazine, however 
Dig its circulation 
2. The members of Congress 
vote TIME the most important 
U.S. magazine that carries 


advertising. 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y. 


and some sectional magazines. 

Banks regard such promotion as 
a “natural,” since they, as well 
as the producers of electric power, 
reflect the prosperity or economic 
stringency of the communities in 
which they are located. In most 
cases, one financial institution in 
a city adopts the theme, with 
others shying away. In Canton, 
O., however, the Canton National 
Bank and other banks are coop- 
erating in a current series of ads 
promoting the community they 
serve. 


Bank of America Uses Theme 


New - business minded banks 
which have employed magazines 
or financial publications along 
this line include the Bank of 
America, “California’s statewide 
bank” with main offices in San 


Francisco and Los Angeles; Na- 
tional City Bank of Cleveland, 
American National Bank, Nash- 
ville, and Union Planters National 
Bank & Trust Company, Mem- 
phis. 

On a nationwide basis, a power- 
ful group of utilities, which use 
the signature “167 electric light 
and power companies,” is nearing 
the end of its fourth year of a co- 
operative campaign to tell the in- 
dustry story of these “self-sup- 
porting, tax-paying businesses.” 


Continue Four-Year Drive 


The continuing drive, placed by 
N. W. Ayer & Son, Philadelphia, 
includes page and smaller ads in 
national magazines and farm pub- 
lications, and “The Electric Hour” 
with Nelson Eddy, broadcast Sun- 
day afternoons over a CBS net- 
work. The industry’s cooperative 
effort—with the actual number 
of sponsoring companies changing 
from time to time—was launched 
in December, 1941. 

Utility company executives who 
fear future demands for rate re- 
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ductions, river valley authorities 
and public ownership, but who 
likewise fear to step out into the 
limelight with a public program 
designed to promote the economic 
advancement of their communi- 
ties, will find little comfort in the 
views of Frederick H. McDonald, 
Charleston, S. C., consulting in- 
dustrial engineer and founder and 
director of the Community Re- 
search Institute, which specializes 
in community industrial develop- 
ment. 


Most Critical Problem 

The institute has been studying 
the electric utility industry and 
“its most critical problem — the 
survival of private ownership,” 
Mr. McDonald reveals in a recent 
article in Public Utilities Fort- 
nightly, and it came to this con- 
clusion: 

“So far, the electric industry 
has been trying to sell the public 
on the merit of private ownership 
by way of local and national ad- 
vertising, radio entertainments, 
and some extra services from 
company personnel, all stressing 


the general idea that private o., 
ership will give a better se; 
and a constantly cheaper prod \,; 
These appeals have been based oy, 
a false premise and on a f, jc¢ 
implication of fact.’ 

The false premise, he said 
the assumption that the publi. ;, 
the source of its Own opin on. 
and that appeals in behalf of »);- 
vate enterprise will shape pu» |j. 
opinion to favor private owner. 
ship. The false implication 0; 
fact is the claim that a pri ate 
utility offers constantly lowe, 
prices, when the fact is that “pub- 
lic power always undersells jt: 
competing private utility, regeard- 
less of costs.” 


Urges Public Programs 

The utilities can meet competi- 
tion successfully, not by ruinoys 
rate cuts, but by organizing pub- 
lic programs to promote the eco- 
nomic advancement of all the 
communities they serve, Mr. Mc- 
Donald points out. “We mean the 
down - to-earth, factual working 
out of scientifically designed pro- 
cedures that will actually create 


|, ee — and newspapers — start with ideas that pay out. 


In 1928, the present publisher of The Record had one of 


these ideas. 


While serving his apprenticeship as a reporter on old-line 
Philadelphia newspapers, he had reached the conclusion that 
there were enough liberals in conservative Philadelphia to sup- 


port a newspaper dedicated to their interests. 


This idea was put into action. The Record was bought and 
converted into a truly liberal newspaper. 


From this time on, newspaper readers of Philadelphia have 


been able to choose between two schools of thought — liberal 


or conservative. 


The result has made newspaper history. 


Today —the Record’s circulation growth stands as living 
proof of the soundness of the publisher’s original idea. And 


the Record audience represents an exclusive liberal market sepa- 
rate and distinct from that reached by conservative Philadelphia 


newspapers. 


In recognizing and cultivating this rapidly growing liberal 
market, advertisers themselves have written the Record’s slogan— 


It Takes THE RECORD-and ONE Other 
to Cover Philadelphia 
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new income and new payrolls in 
peration with the citizens of 
every community you serve.” 

rhe job must be done well— 


and in your name,” he con- 
cludes. 
Such a job has been under- 


ta.en by the Commonwealth Edi- 
son Company, Public Service 
Company of Northern Illinois, 
Western United Gas and Electric 
Company and Illinois Northern 
Utilities Company, which started 
an intensive newspaper and busi- 
ness Paper advertising program 
last July to emphasize the stra- 
tegic advantages of Chicago for 
industrial, commercial and resi- 
dential location (AA, Aug. 6). 


Ads Run Each Month 


fhe campaign, through Foote, 
Cone & Belding, employs 1,500- 
line ads in all Chicago dailies and 
1,000-line copy in all newspapers 
of northern Illinois communities 
the utilities serve, on a once-a- 
month schedule. Similar ads are 
to run in newspapers of 12 major 
cities, together with pages each 
month in Financial World, For- 


tune, Nation’s Business, Magazine 
of Wall Street and United States 
News. 

The Chicago utility group has 
set up a territorial information 
department, which offers business, 
agriculture and industry factual 
data concerning the Chicago and 
northern Illinois area. A _ study 
of factors that lead to re-location 
of industries showed this group 
that the top three are transporta- 
tion facilities, stability of labor, 
and “good living” facilities for 
executives. Power costs were not 
considered as important as the 
utilities expected. 


Booklets Are Planned 


Publication space is being aug- 
mented by an extensive array of 
literature, booklets, etc., and by a 
special department set up to con- 
duct industrial research activities. 
Commonwealth Edison announced 
last week that Milburn L, Forth, 
economist for the WPB in Wash- 
ington for the past three years, 
will head the research work. 

New York City’s “leading posi- 
tion in the nation’s industrial pic- 


ture” currently is being made 
clear by Consolidated Edison 
Company of New York, which 
scheduled a series of newspaper 
ads running up to 1,000 lines, to 
appear every two weeks in 80 
metropolitan dailies, weeklies and 
foreign language papers, and sup- 
plemented by outdoor and show- 
room and window displays. BBDO 
is the agency in charge. 

Copy emphasizes that New York 
plants expect to employ 37% more 
people postwar, while future plans 
for expansion in the metropolitan 
areas will be aided by plenty of 
“dependable electric power under 
alert private management.” 


Two-Fold Plan a Success 


Georgia Power Company has 
already captured the interest of 
prospective newcomers to that 
state with its two-fold program 
to help local communities im- 
prove their own areas—called the 
Better Home Towns plan — and 
to show the postwar advantages 
of Georgia to future residents and 
industries. 

The national campaign, launch- 


ed a year ago (AA, Sept. 4, ’44) 
in business and financial publica- 
tions, is expected to 
through 1946 at least. 

firms are 


Interested 


“Plant the future in Georgia.” 
Georgia Power recently 
nounced a contest, to close Dec. 
14, for letters on the subject “The 
tourists are coming—How can my 
community attract them?” Young 
folk, grown-ups and servicemen 
and women whose homes are in 
Georgia are invited to compete 
for $6,200 in Victory bonds as 
prizes. Home towns of the first- 
prize winners in each class will 

get $500 in cash. 


Boosts Cleveland Area 


Competitive advantages of 
northeastern Ohio are being set 
forth by Cleveland Electric I[l- 
luminating Company, through 
D’Arcy Advertising Company, in 
a series of ads launched last Feb- 
ruary in New York and Chicago 
financial papers and trade pub- 


THE RECORD’S RECORD 


under present ownership 
since July 1, 1928 


510,654 


THE PHILADE 


CIRCULATION GROWTH OF 


LPHIA RECORD 


1928-1945 


292,277 
DAILY 
109,928 
SUNDAY 
88,895 
1928 1945 
SECOND QUARTER AUGUST AVERAGE 
AVERAGE as reported to the 


PHILA MERCHANTS ASSN 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY - 


HALF MILLION SUNDAY 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Det-oit, Cleveland 


continue | 


invited to contact the| 
staff of industrial engineers main- | 
tained by Georgia Power’s indus- | 
trial development division, and to| 


an- | 


_lications. Brochures are offered to 
| prospective firms. 

On the West Coast, four Wash- 
|ington power companies—North- 
western Electric Company, Pacific 
Power & Light Company, Puget 
Sound Power & Light Company 
and Washington Water Power 
| Company—have ambitious plans 
to complete a six-year national 
advertising campaign, already in 
its second year (AA, June 11). 


Continue Washington Drive 

The utilities are investing ap- 
proximately $75,000 this year, 
through Bozell & Jacobs, Omaha, 
including a series of six full-page 
insertions in magazines and busi- 
ness papers and 1,000-line ads in 
metropolitan newspapers. Cur- 
rent copy says America’s destiny 
is linked with the Pacific and 
“*The Pacific?’ means Washington, 
the state, for Washington offers 
two-way passage to the fabulous 
markets of the Orient, the Philip- 
pines, South America, Alaska and 
the Indies.” 

United Gas Pipe Line Company 
and United Gas Corporation, 
through Bozell & Jacobs, Shreve- 
port, La., revealed recently that 
they will change over from a war- 
time advertising theme — stimu- 
lating war production in the Gulf 
South—to the industrial promotion 
carried on for several years be- 
fore the war. A telegram to the 
Wall Street Journal, reproduced 
in a United Gas ad, says the firms 
will again play up the advantages 
of natural gas as well as many 
“other plus advantages to this 
land of industrial opportunity.” 
Companies interested are asked to 
write to the supervisor of indus- 
trial development in any of a list 
of 27 cities in the South. 


Newspapers Object 

Utilities in some cases find 
newspapers unwilling to accept a 
series promoting the competitive 
advantages of another munici- 
pality. In other cases, an indus- 
try spokesman pointed out, com- 
pany executives will refuse ap- 
proval of any advertising which 
carries the utility name but will 
“kick in’ with funds providing 
substantial support for commun- 
ity campaigns sponsored by city 
chambers of commerce and county 
groups. 


Let JOHN B OPDYCKE 
_ help you speak and 


4 write clearly 


GET IT RIGHT! 


Desk manual, writ- 
er’s guide and secre- 
tary’s handbook. “An 
unusually trust- 
worthy abridgment of 
what would ordinar- 
ily be seven or eight 
books.”” — Christian 
Science Monitor 

692 pages (indexed ) 

$3.5 


TAKE A LETTER 
PLEASE! 


A cyclopedia of busi- 
ness and social cor- 
respondence. ‘‘Covers 
the entire subject of 
letterwriting with 
amazing exhaustive- 
ness.”"—New York 
Times 489 pages 

(indexed) $2.75 


DON’T SAY IT 


A twenty-thousand- 
term lexicon in usage 
and pronunciation. 
‘The Emily Post 
of pronunciation.””"— 
N.Y. Herald Tribune 
850 pages (alpha- 
P betical) ~. $3.75, 


SAY WHAT YOU 
MEAN 


English grammar 
presented in the 
idiom and spirit of 
modern times: ‘The 
last word on diction 
and grammer... a 
700-page searchlight 
$ into error.’’ — Phila- 
delphia Record 

$3.75 
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Gets Scarf Account 


Novelty Veiling Company, New 
York, has appointed Norman D. 
Waters & Associates, New York, 
to handle advertising of Sally Gee 
Creative scarfs in five national 
fashion magazines. Dealer help 
and business* papers will also be 
used. 


New WILM Management 


Station WILM, Wilmington, 
Del., is now functioning under 
new management, with George L. 
Sutherland as general manager. 
Mr. Sutherland was formerly as- 
sociated with broadcasting sta- 
tions in Cleveland, Buffalo, New 
York, Washington and Providente. 


r 


PRODUCES 
BETTER / 


CENTRAL OHIO'S 
ONLY CBS OUTLET 


ASK ANY BLAIR 
MAN OR US 


Stock Exchange 
Seeks Public OK 


on Delisting 


New York, Nov. 1.—The New 
York Stock Exchange will ask the 
public whether it should discon- 
tinue trading in an issue on Nov. 
16, when hearings will be held 
in the Exchange building on the 
question of delisting the common 
stock of the New York & Har- 
lem Railroad Company. 

This move, in line with the ex- 
change’s expanded advertising and 
public relations program, will be 
to “consider whether this issue 
appears suitable for continued 
listing on the exchange in view of 
the stmnall amount of the shares 
outstanding in the hands of others 
than the New York Central Rail- 
road Company, the inadequacy of 
the distribution and taking cog- 
nizance of the infrequency of 
transactions in the stock on the 
exchange, the small number of 
shares involved in such transac- 
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tions, and the wide variations in 
prices between successive trans- 
actions.” 


Extends Soup Promotion 


Campbell Soup Company, Cam- 
den, N. J., is extending distribu- 
tion of baby soups introduced in 
the Philadelphia area last spring 
(AA, Mar. 26) to greater New 
York, via retail store promotion 
and samples to doctors, Full pages 
will be scheduled in the Journal 
of the Medical Society of the State 
of New Jersey and the New York 
State Journal of Medicine, prob- 
ably with December issues. No 
consumer advertising has been 
decided for the new area. 


Denver Company Formed 


Eugene Cervi, Colorado state 
Democratic chairman, and Ralph 
Radetsky, formerly with the OWI 
overseas branch in New York, 
Washington and San Francisco, 
have opened the public relations 
office of Cervi-Radetsky & Associ- 
ates in Denver. The new company 
is publishing a weekly business 
news letter confined to activities 
in the Rocky Mountain region. 


© 
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00,000 


THE Thrill 


2000000 MEN 


| — mA 


HRILLING, U. S. A. has a population of 2,000,000 solid, 


substantial, wage-earning males. They’re the month- 


full page space — for 


after-month readers of The Thrilling Group of fiction 
i magazines. Attracted by the pure entertainment value of 
timely, straight fiction written by top authors of national 


magazine fame. And you can reach Thrilling, U. S$. A. — in 


$1,500 PER PAGE — Only 72¢ per page per thousand readers * 


Alert, aggressive national advertisers are currently tapping this rich market 


of 2,000,000 men through the pages of The Thrilling Group. For the com- 


plete story of this big, profitable market, write 


ing 


MK 2,075,347 circulation, ABC 6 months average June 30th, 1945 


GROUP 


10 East 40th Street, New York 16, N. Y. 


9) 


$13,000,000 Ad 
Budget Controlled 
by Silbersack 


New York, Nov. 1.—Walter 
Silbersack has been elected pr. 
dent of American Home Prod 
Corporation, in which position :h¢ 
erstwhile professor of marke 
(University of 
Cincinnati) will 
control the 
$13,000,000-per- 
year advertis- 
ing program of 
the huge food 
and drug hold- 
ing company. 


Mr. Silber- 
sack, in 1943 
named execu- 


tive vice-presi- 
dent and gen- 
eral manager, 
succeeds Knox Ide, who will con- 
tinue as the company’s general 
counsel and a member of the 
board of directors and executive, 
finance and operations commit- 
tees. It was revealed that as 
president, Mr. Silbersack will di- 
rect a $15,000,000 plant expansion 
program for Clapp’s baby food 
division, Boyle-Midway, Marietta- 
Harmon Chemicals, Wyeth and 
other subsidiaries. 

Mr. Silbersack joined American 
Home in 1927 when it acquired 
the A. S. Boyle Company, of 
which he was general manager 
He moved to the parent company 
in 1942 as_ vice-president ir 
charge of advertised products. 


W. F. Silbersack 


Joe Collins Returns 
to Libby Sales Post 


Joe R. Collins, on termina! 
leave from the Army after 31 
months’ foreign service as a cap- 
tain in the air corps, during which 
| time he accumulated 130 points 
|and participated in nine majo! 
|engagements in Africa and Italy, 
| has returned to Libby, McNeill & 
Libby in a special sales capacity 

Before entering the service, M: 
Collins was Libby’s advertising 
manager. 


Brown Joins Dancer 

Thomas H. Brown Jr., former) 
secretary of American Home 
Products Corporation, New York, 
has joined Dancer - Fitzgerald- 
Sample as assistant to H. M 
Dancer. Mr. Brown was formerly 
vice-president and general man- 
ager of the Anacin Company, New 
York. 


Amoco Ups Wagner 

C. H. Wagner, director of 
American Oil Company and Lord 
Baltimore Filling Stations, Inc.. 
Baltimore, has been elected vice- 
president and general manager ol! 
sales for the entire petroleum 
marketing territory of the two 
firms and the Mexican Petroleum 
Corporation, New Orleans. 


FOR A HAY STACK 100 FEET 
WIDE, ONE MILE LONG, ANT 
96 FEET HIGHER THAN THE 
EMPIRE STATE BUILDING 


PRODUCED YEARLY IN 
ST JOSEPH MO FARM TERRITO 


KELLY-SMITH CO. @ @ @ NATIONAL REPRESENTATIVES 
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IRST IN America 


No newspaper in America, morning or evening, 
published in a city of comparable size, has a circulation 
equal to that of The Charlotte Observer. 


The average circulation increase in ALL news- 
papers in the U. S. since 1920 has been only 66%. The 
Observer has had an increase in circulation of 460% 


for this period. 


DAILY | SUNDAY 
in excess of in excess of 


112,000 120,000 


THE FOREMOST NEWSPAPER OF THE TWO CAROLINAS 


he Charlotte Observer 


CURTIS B. JOHNSON, PUBLISHER 


CHARLOTTE 1, NORTH CAROLINA 
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New Coast Shows 
Evidence of News 
Trend in Programs 


Chicago, Nov. 1.—As_ further 
evidence of radio’s emphasis on 
news continuing into the postwar 
period, Esquire, Inc., has signed 
to sponsor “Coronet Front Page,” 
a five-minute, Monday through 


619 NORTH MICHIGAN AVE. 
CHICAGO 11 -DEL. ~~ 


% 
4, ay aye 


Friday summary of headline news, 
bulletins and human interest 
stories over the American Broad- 
casting Company network, 8:55- 
9 p.m., CST, beginning Nov. 6. 
The program replaces “Coronet 
Storyteller,” aired in this time 
slot for the past year. 
Schwimmer & Scott, Chicago, 
placed the contract. The show 
will originate in Hollywood. 


Iodent on Coast Net 


Iodent Chemical Company, De- 
troit, for its toothpaste, began 
sponsorship Oct. 30 of “This Mov- 
ing World,” human interest pro- 
gram featuring Gil Martin, over 
Pacific Coast facilities of the 
American Broadcasting Company. 
The five-a-week program will be 
heard for Iodent Tuesday and 
Thursday, 1:30-1:45 p.m., PST. 
Duane Jones Company, New York, 
handles the account. 


Army Recruiting Series 


The U. S. Army, as a recruiting 
effort for the armies of occupa- 
tion, is sponsoring two football 


game broadcasts on the American 
Broadcasting Company network. 
First game scheduled was Ala- 
bama-Georgia, Oct. 27; the sec- 
ond, Navy-Notre Dame, Nov .3. 


IMC on CBS Coast Net 


Industrial Management Corpo- 
ration will start sponsorship Dec. 
1 on the CBS Pacific network of 
a dramatic program, “Voice of the 
Moment,” Saturday, 5-5:15 p.m., 
PST. The 52-week contract was 
placed by Lockwood-Shackelford 
Advertising Agency, Los Angeles. 


Appoints Research Head 


Albert S. Fehsenfeld, with 
Black & Decker Mfg. Company, 
Towson, Md., for 11 years, has 
been appointed manager of the 
newly-created market research 
department. 


Box Makers to Meet 


The next annual convention of 
the National Paper Box Manufac- 
turers Association will be held at 
the Drake Hotel, Chicago, May 
12-15, 1946. 


Your Advertising Talks to 
23% Greater Buying Power’ 


EAN 
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Cash registers do wear out faster in the Tri-Cities, 
for more money passes through them than in the 


average U. S. City. 


. over 23% more! Naturally, 
these extra sales lower advertising costs .. . 


reason 


enough why smart national advertisers put the Tri- 
Cities near the top of their list of preferred markets. 


The major portion 


(52146%) of Tri-Cities’ 


originates on the Illinois side . . 


sales 
. in the Moline-Rock 


Island zone. For complete newspaper coverage, call 
on the Rock Island Argus and Moline Dispatch. 
Effective radio coverage means WHBF, the right 


at home station. 


“1940 Census reveals that Tri-City families spend 23% more 
S. family. 


than the average U. 
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Will Grant’s recent trip to London was a success on two coun 
He not only opened Grant Advertising’s 13th office there—since su) 
plemented by the 14th in Weslaco, Tex., and the 15th in Toronto 
but he picked up a magnificently carved set of ivory chessm: 
with which he expects to while away a good many interesti 
hours. . . 

Capt. Robert G. Herz, who served overseas for more than three 
years with combat intelligence, Army air forces, has returned io 
civilian life and has taken promotion assignments with Northern 
Mutual Casualty Company and National Research Bureau, Chicago. 
He was formerly an account executive with Buckley-Dement. (On 
Qct. 20 he married Helen Hickey, assistant treasurer of the Ameri- 
can Bank Note Company, in New York. Bob has the distinction 
of having enlisted in both world wars as a private. . . 

The engagement of Irene E. Specht, assistant to the ad manager 
of Camillus Cutlery Co., Brooklyn, to Lionel Holmes of Oakland, 
Cal., has been announced. Miss Specht was formerly with Jasper, 
Lynch & Fishell in New York, and the groom-elect, a Guadalcana| 
veteran, was formerly on the copy desk of the Oakland Tribune. . . 

A. T. Mercier, 
pres. of the 
Southern Pacific 
Co., San Fran- 
cisco, has been 
awarded the hon- 
orary degree of 
Doctor of Laws 
by Tulane Uni- 
versity, New Or- 
leans, from which 
he was graduated 
in 1903... . Rudy 
Frank, ad man- 
ager of Station 
WELI, New Ha- 
ven, Conn., and 
Mrs. Frank are 
parents of Rudy 
Jr., born Oct. 23. 

Lt. W. D. Lyon, 
USNR, pres. of 
W. D. Lyon Co., 
Cedar Rapids, Ia., 
agency, was cited 
recently by Adm. 
Halsey for outstanding service as an air combat intelligence officer 
while on duty aboard a carrier in the Pacific... Lt. James F. 
Bloomer, ad manager of Detecto Sales, Inc., Brooklyn, before en- 
listing in the Army as a private in ’42, has been appointed public 
relations officer of the 7th Infantry division in Korea. .. J. M. Ruth- 
erford, Hartford, Conn., sales mgr. of International Business Ma- 
chines Corp., paid tribute to Philip J. Montle on his 25th year as 
sales representative of the organization with a dinner at the Avon 
Country Club. President Thomas J. Watson of IBM sent Mr. Montle 
a personal letter of praise, a $25,000 insurance policy and a check 
for $500 presented to IBM Quarter Century members. . . 

W. L. Lyons Brown, pres. of Brown-Forman Distillers, owns the 
first Willys civilian Jeep purchased in Louisville. He says his 6’ 4” 
is no inconvenience. . . Did you read Life’s story, Oct. 22 issue, of 
Arthur B. Campbell’s Cal. ranch-style house and two teen-age daugh- 
ters, Betty and Nancy? Campbell is $10,000-a-year sales mgr. for 
the Borax Company on the Pacific Coast. . . Ed Dooley, public re- 
lations director for General Foods, received a pair of white shorts 
from the Textron Company at its Oct. 16 luncheon. The gift was in 
recognition of Ed’s saving a man’s life in Mamaroneck last sum- 
mer... 

The New York Daily News’ “Inquiring Reporter,” covering a re- 
cent radio party for ex-Police Commissioner Valentine, asked guests 
if they agreed with Lord Chesterfield’s advice to “Praise a wit for 
her beauty and a beauty for her brains.” Edward J. Noble, chair- 
man of the board of American Broadcasting, replied, ““Lord Chester- 
field indicates the height of politeness and the epitome of under- 
standing. If the husband of a scrub-woman tells her that she is 
beautiful she will work her fingers to the bone for him. Tell ; 
‘beautiful but dumb’ girl that she is intelligent and watch the re- 
action!” 

Jim Knox, v.p. of Knox Gelatine, has a streamlined passenge: 
plane for business trips, piloted by his son who has just returned 
from the South Pacific. .. Justin Dart, United-Rexall’s pres., re- 
cently bought a $100,000 Belair home at Santa Monica, Cal. . . Jack 
W. Brooks, eastern spot sales mgr. of the American network, 
father of a son, George Page. That makes three for Jack; John W. 
Jr. is seven and a girl, Kimberly, four. . . Lt. Dan C. Hirsch Jr. 
on the verge of separation from the Coast Guard after nearly fo! 
years, and expects to be back directing sales of Serta mattress 
and couches very soon... 

Tom Lane, whose appointment as sales promotion mgr. of Unit: 
Drug becomes effective Dec. 1, is spending a month learning t! 
business first hand at United’s Hollywood store at Hollywood 
Vine. . . Doherty, Clifford & Shenfield V.P. Arthur Cobb Jr. is i! 
terested in mycology. . 

Garth Montgomery, formerly with BBDO, where he wrote 1 
words for “Chiquita Banana,” United Fruit’s singing commerci 
and Wave Lieut. Margaret S. Matthews of Seneca Falls, N. Y., w 
be married in January. Garth is now with Geyer, Cornell & Newe 

. Eugene H. Barling, v.p. in charge of sales for Newark’s Unit« 
Advertising Corp., has been elected Ist v.p. of the city’s Kiwan 
Club. Meanwhile, agency pres. Leonard Dreyfuss was boosted fi 
governor of the state in a recent editorial appearing in nearb 
Morristown Daily Record. . . 

Bob Graham, assoc. copy director at Gray & Rogers, Philadelphi:< 
is editing “‘Deadline,” monthly publication of the Eastern Industria! 
Advertisers Ass’n. . . 


vac 


MARKETER—Capt. William T. Randolph, on leave as 
managing editor and assistant to the publisher of the 


Times-Tribune, Gladewater, Tex., bargains for oranges 
from a peasant along the Stilwell Road. He has been 
in India and China for 26 months. 
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AT FOUR A'S MEETING—Speaking at one of the sessions of the Four A's 
regional convention in Los Angeles is Paul Montgomery, publisher of Business 
Week. Listeners are Wayne Tiss, Southern California manager of BBDO and 
vice-chairman of the Four A's Southern California chapter and H. E. Cassidy, 
vice-president, The McCarty Co. and chairman of the Four A's Pacific Council. 


Industry Should 
Retell Own Story, 
Four A’s Advised 


Los Angeles, 
ther American competitive enter- | 
prise, “American industry must | 
tell and retell its story,” H. C. 
Bernsten, Pacific Coast general 
manager, Bureau of Advertising, 
American Newspaper Publishers 
Association, said at the regional 
conference of the American As- 
sociation of Advertising Agencies 
here Oct. 19. 

Advising the use of “broad re- 
search” as a basis for advertising, 
Mr. Bernsten said informational 
advertising must be continued into 
the postwar years “to combat sub- 
versive elements. For it is revealed 


that forces opposed to our present | 
| lies ahead.” 


system are becoming increasingly 
active. They are also 


‘ern California chapter 
Oct. 30.—To fur-| Frederic R. Gamble, New York, 
and C. Burt | 


proving | 


most astute in using a most effec- 

tive weapon—words in print.” 
Other speakers at the fourth 

annual “convention-in-miniature” 


arranged by the Four A’s South-| 


included 
Four A’s president, 
Oliv er, chairman of the board of 
| gover nors of the -Southern Cali- 
fornia chapter. 


Future Tasks Outlined 


Mr. Gamble said that in reach- | 


ing America’s new objectives of 
55 to 60 million employed and a 
goods and services increase of 30 
to 50%, advertising and other dy- 
namic factors will play key roles. 

Mr. Oliver said: “The advertis- 
ing craft faces a future in which 


all of its alert intelligence must | 


be used as never before to bridge 
the gaps in the opportunity 


Participants in panels and dis- 


EYE" CATCHERS 


Uncross Them, Sister! 


\ THEN you buy pai i Ne 
Y you get the biggest money's rth 
offered to advertisers 
“CATCHERS are spirited and ful 
E-L-L naturals tor ads, house 
ns, sales-letters and display stunt 
double the appeal of every promo 
that has a human interest angle 
WV MONTHLY a continuous suy 
ot ideas that are inspirational 
atize the dullest subjects They are 


member 
per month ... for 36 


hundreds and yet an F. C. 
costs only $6 


top-e0 tch photos r ye nt 

juota only $1 each CAN you BEAT 

THAT 

Make every layout a_ bell-ringer. EYE* 

CATCHERS supply the sure-fire. atten 

tion getters that make ads click Q-U-I-C-K 

FREE Proofs « newest releases and 
details of subscription plan on 

request. No obligations. No salesmer No 

crossed fingers. You can’t lose! Write now 


E. 38th St 


EYE* CATCHERS, Inc. Now vox %% 


that 


cussions also included Paul Mont- 
gomery, publisher of Business 
Week; Daniel Starch, president of 
Daniel Starch & Staff; Jan Sadlo, 
sales manager, Pacific Coast divi- 


'sion, Wilding Picture Productions, 


Inc.; David M. Noyes, vice-presi- 
dent, Independent Motion Picture 


Producers, and Tony Wahn, presi- 
dent, Pacific Indoor Advertising 
Company. 


Camper Named President 


S. D. Camper, formerly regional 
sales manager of Crosley Corpo- 
ration, Cincinnati, has been elected 
president of the distributing firm 
of Southern Wholesalers, Inc., 
Jackson, Miss., which has been 
appointed distributor of Crosley 
products in the Jackson area. 


Setter Appointed 


Clifford P. Setter, formerly chief 
of the WPB plywood and veneer 
branch, and president of Setter 
Bros., Inc., Cattauragus, N. Y., 
has been appointed vice-president 
and chief administrative officer of 
United States Plywood Corpora- 
tion, New York. 


Westinghouse and 
Crosley Release 
New Home Radios 


Chicago, Nov. 1.—Radio_ re- 
ceivers for American homes are | 
again in production in the Cros- 
ley Corporation factories in Cin- 
| cinnati after a three-year interim | 
|in which the company produced 
tens of thousands of military re- 
ceiver-transmitters. 

The new receivers are 
to prewar Crosley sets, but 
proved through experience gained 
in war equipment manufacture. 

he first new sets will go to deal- 
ers for floor display purposes. 

Production is being concen- 
trated on two of the most popular 
19 radio models. These are a five- 
tube table model and a six-tube 
combination radio- phonograph 
console, both in wood cabinets. 


Westinghouse Ships Sets 


Shipments of the first postwar 
Westinghouse radios are 


41 
made by the company this week 
to 10,000 dealers in the U. S., 


| Alaska and Hawaii. 


up to 


Westinghouse officials said that 
production at the company’s Sun- 
bury, Pa., plant would be stepped 
an eventual capacity of 


| from 3,000 to 5,000 sets daily, and 


| 


similar | 
im- | 


being | 


| that “there is good reason to be- 
lieve we will have receivers in 
ithe hands of retailers in time for 
| the Christmas trade.” 


Joins Shappe-Wilkes 

Don Bennett, formerly adver- 
tising and service manager of 
Kalart Company, Stamford, Conn., 
has joined the staff of Shappe- 
Wilkes, Inc., New York, where 
| he will devote much of his time 
ito writing on photography, radio 


and related topics. 
‘Marketing and Advertising 
in South Africa,’ by John 


SOUTH Barnard, leading market an- 
alyst of Johannesburg, S. A. 
Vital first-hand information 


on this rich export market. 
112 pages. Illustrated. $1.50 per copy. 


Fairchild Publications (Cen s 
8 East 13 Street New York 3, 


And the Formula of Yesterday is Still Going Strong Today! 


People still want improvements — but nowadays 
they usually buy them. 

And there’s no better buyer than the alert, 
active, go-ahead reader for whom the Post is 
specially edited. Steadily employed, with in- 
creasing earning power, the Post reader is still 
in his acquiring years. 


For full results from your advertising, use The 


Cincinnati Post! 


The Cincinnati Post 


THE NEWSPAPER FOR ACTIVE CINCINNATIANS 


Robert K. Chandler, National Advertising Manager 


CINCINNATI 


2, OHIO 


Represented by the National Advertising Department of Scripps-Howard Newspapers 
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At the Naked Boy SGM... 


George Bartram vended draperies and dry goods imported from 

Great Britain and Ireland... sold “for ready money only, coarse and 
fine broadcloth of the most fashionable colours, muffs and ermine tippets. 
flower’d silk cardinals, best Scots’ white thread either by the ounce or pound, India 
humhums, ribb’d wove hose, Flanders bed ticks, Leghorn and chip hats, 

breeches patterns, green ruggs, and sundry other articles” to delight the colonial 


dames, give creature comfort to the squire, happiness to the hearth. 


Tue MopERN newspaper might adopt as its mark the dry goods seller’s 
symbol ... For like the draper, it imports the latest from abroad . . . current 
news and pictures by cable and wireless, fact and feature from fast correspondents, 
a full assortment of epochal and evanescent events . . . combines the foreign 
with the domestic items, society, sports, comics, columns, editorials, other 
raiment for the reason... presents besides fashion’s habiliments, coif and 


coiflure. evening wraps and redingotes, jewels, jodhpurs, scents, sables, boucles, 


bon bons, Burma pillbox hats, pleated peplums, gowns galore in colors from aqua 


“4 to zinnia for damsel and dame ... with sumptuous stocks for squire and son. 


In Pomape puta, The Inquirer, is the draper to more than 500.000 families 
of fashion. with prestige of the pate as well as the purse... a fact which makes 
il profitably productive for merchants of the locality and national 


advertisers. as Media Records abundantly proves. 


Che Philadelphia Inquirer 


The sign of the Naked Boy 

in Second Street according to the 
Pennsylvania Journal & Weekly Advertiser 
of November 26, 1767 
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Right for qving plete — Te STETSON Cttatinn 


Why do they do it? The headline in 
the Stetson advertisement above con- 
tains eight words. The first copy block 
contains 55 words, the second block 29 
and the third, 31. Altogether it takes 
Stetson 123 words and almost nine-tenths 
of its space to get to the subject of hats 

the only conceivable objective of this 
full color page. 


Amenicas Exront Lines Ao | 


In conforming rigidly to an established 
layout and pictorial pattern this Ameri- 
can Export Lines advertisement conceals 
an impressive and possibly important 
story: that to win the war America had 
to send men and supplies by ship to 
hundreds of faraway places that only 
ships (and planes) can reach; that for 
its protection America must maintain its 
Merchant Marine. The trouble is that 
neither the headline nor the illustration 

entirely minus ships—help to set this 
story up. They only serve to hide it. 


Andy Russell, now in 
BH “Stork Club” recards 
‘teve Me’ ond Mocke 


vom eeane wit 


Not so long ago we noted a Capitol 
Records news column beautifully, done in 
The New Yorker. The above page from 
Look shows what happens when adver- 
tising people cock panels over pictures 
at various angles and use inset photos 
and cut-outs. Real news needs no such 
jazzing up. And here what might have 
been a very exciting page becomes 
simply another rather unconvincing ad- 
vertisement. 
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One of the most cherished devices in 
advertising is the parallel case. Perhaps 
this is because it requires practically no 
creative thinking. While it certainly is 
true (as above) that when one thinks 
of Romeo one immediately thinks also 
of Juliet, not one man or woman or child 
in a hundred thousand thinking about 
energy is ever going to think at once of 
dextrose—unless Corn Products, or some- 
one else, makes the facts about dextrose 
both serious and clear. 


ou Ought to Know . > is eek Pee 


No one was astonished when John 
Henry Platt was elected a vice-president 
the Kraft Foods Company, Chicago, 
largest unit of National Dairy Products 
Corporation, a few weeks ago. It con- 
ued a steady rise 
Vnich started back in 
19, when he joined 
e advertising de- 
rtment of Kraft to 
lp out during the 
mmer months. Five 
ars later he became 
vertising manager, 
cceeding Harry 
elps, who had re- 
ned to enter the 
ency business. 
Young Jack Platt 
k to advertising naturally, for he had 
d printer’s ink on his fingers since 
was a high school boy running his 
n printing plant. It was a strictly 
nmercial venture, and did well. Jack 
Ss a deep scar on the middle finger of 
left hand, a memento of his printing 
perience, resulting from an injury re- 


Jack Platt 


ceived when the digit was caught in a 
press. 

Even more significant as the back- 
ground for a big league advertising career 
was his experience in his father’s retail 
grocery store and later in the business 
of distributing cheese. Kraft was among 
the lines which the elder Platt handled, 
and it was one of its brands, Elkhorn, 
which later gave Jack the name for his 
high school printing business, Elko. But 
the days back of the counter, where, as 
Jack says, he had a chance to wait on 
customers from the time he could make 
change for a dime, gave him ideas and 
understanding which have had a con- 
trolling influence ever since in his think- 
ing about the problems of merchandis- 
ing and the importance of brands. 

As a matter of fact, the Kraft vice- 
president believes that any experience 
which gives a youngster contact with 
the public in its buying moments will 
be helpful in advertising, but he lays 
particular stress on the value of work 
in a retail] store. He has often suggested 
to young aspirants that they try working 


behind a grocery counter as a prelimi- 
nary to advertising, and he is a firm be- 
liever in the idea that the advertising 
man who has had personal contact with 
retail buyers is off to a good start in the 
big world of advertising and merchan- 
dising. 

After Jack left high school he started 
a law course at Kent, in Chicago, drop- 
ping out to enter the Navy for World 
War I. When he returned he joined his 
‘ather in a tire distributing business, 
selling Pennsylvania Vacuum Cup tires 
on the North Side of Chicago. It was 
at this stage that his friend James L. 
Kraft, then president and now chair- 
man of the Kraft company, suggested 
that he “help out” for a few months in 
the advertising department of the com- 
pany during the summer vacation sea- 
son. The ad section was fairly new, and 
Kraft Cheese was just beginning the ex- 
pansion which has carried it to a major 
place in the business of manufacturing 
and distributing foods. 

The new member of Kraft’s advertis- 
ing department liked the work, and con- 
centrated on his job so successfully that 
when Mr. Phelps dropped out he was 
appointed advertising manager. He has 
gone steadily ahead, becoming a director 
of the company, a member of its ex- 
ecutive committee and lately a_ vice- 
president, with 30 men in his depart- 
ment. His responsibilities as director of 
advertising and public relations, with 
one of the biggest appropriations in the 
country to administer, are expanding in 
several new directions. 

Jack Platt at 48 can already look back 
on a career studded with unusual fea- 
tures. He put Kraft into network radio 
in 1933, with Paul Whiteman on a two- 
hour network show, and three years 
later started the Kraft Music Hall with 
Bing Crosby, who has been one of the 
big and consistent hits of the broadcast- 
ing world. With the Great Gildersleeve, 
a second network radio show, now run- 
ning for Parkay margarine, Kraft Foods 
is one of the leading radio advertisers 
of the country. 

While the Kraft vice-president is a 


great believer in the power of radio ad- 
vertising, he considers it at its best when 
it is tied in with visual advertising. For 
that reason he regards the magazine end 
of the program as highly important, par- 
ticularly in the use of color through 
which the famous Kraft brands are made 
familiar to the public. Kraft has been a 
user of magazine color pages for over 
a quarter of a century. 

Newspapers are used less extensively 
by Kraft, mainly in the introduction of 
new products, but they are playing a big 
role in the public relations work of the 
company, especially in the dairy farm- 
ing areas from which Kraft draws its 
raw materials. Jack Platt believes that 
public relations, including customers, em- 
ployes and suppliers, is becoming a 
greater and greater responsibility, and 
it is one to which he is giving increasing 
attention. 

Two of Jack’s four sons are in the 
service—Jack Jr., who is a first lieuten- 
ant in the Army air forces, and Jim, 
who is in the Navy. Bob, the oldest boy, 
is with Chrysler in Detroit, and Billy, 10, 
is keeping the home fires burning and 
showing promise in music. The Platt 
family home is in Winnetka, although 
Jack and his friends do a lot of fishing 
at his summer home in Wisconsin and a 
fishing lodge in Canada. Jack is also a 
fair golfer, but he admits that when he 
plays with Bing Crosby, he likes to have 
the Binger on his side. 

Not a joiner in the usual sense, Jack 
Platt nevertheless has contributed much 
of his time and effort to the organizations 
of the business. He has served as a di- 
rector of the ANA, is now a director of 
the ABC and the Advertising Federation 
of America, and is encouraging members 
of his organization to be active in these 
and similar associations for the advance- 
ment of advertising. He is a bibliophile, 
and his collection of rare volumes and 
first editions is one of his chief pleasures. 

Like the head of Kraft Foods, Jack is 
deeply religious, and is president of the 
board of trustees of the Buena Memorial 
Presbyterian Church, Chicago, with which 
he has been affiliated for many years. 
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HOMEMADE LABEL MOISTENER 


A simple but effective device can be 
made for moistening gummed labels used 
for addressing purposes. 

The diagram gives the dimensions oft 
the various parts and shows how the 
device is assembled. 

The secret of the moistener is the use 
of a piece of felt (A) extending from a 
bowl of water under the rack onto a 
block (B) across which are pulled the 
labels for affixing. 

The felt acts like a wick in a lamp and 
holds the proper amount of moisture to 
wet the labels. 

The rack is adjustable for large o1 
small labels by either turning the turn- 
buckle or lowering the rack in the back 
with the screw eye and hook adjustment 
(iS). 

In preparing the labels for affixing, a 
girl goes through the sheets of gummed 
labels and crosses off any dead names 
or names of prospects who have ordered. 


The labels are then torn apart in 
groups of about a dozen sheets, first 
horizontally and then vertically. The 


torn labels are then fanned out and 


stacked on the rack (D) ready for the 
operator to pick up the first label with 
the tip of his fingers and draw the label 
across the moist felt and then affix to 
the mailing piece. 

The trick in affixing the labels is to 
have enough moisture on your finger- 
tips to pick up the labels without having 
the labels stick to your fingers after they 
are applied to the mailing piece. You 
moisten your fingertips by touching them 
to the felt before pulling the label over 
the strip. Practice will determine how 
much moisture should be on the tips of 
your fingers and how fast the operator 
must work to keep the moisture from 
working up into the gummed labels on 
the rack. If the operator doesn’t have 
sufficient speed, the labels will then 
stick together. 

An expert operator working on a 
straight run can affix approximately 
2,500 labels an hour. Where the operator 
has miscellaneous jobs, the speed will 
be about 2,000 an hour. 

The felt must be washed each day to 
keep it from getting gummy. 

If you have a large volume of labels 
to affix in your direct mail work, this 
handy device will greatly speed up the 
operation and save considerable time 


SCREW EYE 
AND HOOK 


END OF FELT STRIP 
IN DISH OF WATER 


TURNBUCKLE 
FOR ANGLE 
AD >TMENT 


ee : i aie * E se ve : ie oe 
rn i; é et ee Pr “fi 2 a E a si ; ea): ae 
| — 
ee ae 
eee 
Ht . . « BUSINESS CHART THE WEEK <a ¥ 
| ip z 7 
3 i 3h — 
i by 
hf i a 
{4 aan 
fi4 : 
4 t oe 
} - 
| ! bu Ste at oe Si <4 + ie Mae: : q 
“ht % : x a 4 t 28 GRY Grapes ii oa 
is » i! =) ge & rom Aollquvoed \ Peas : 
; We = & t { y, ay) i hi 
uN cae “| / , we a f | 9 Hy Vj od i it 
Bo a | ee a ! py le 2 ¥ 
ie ty) > “a a a sees a | 
a TT Ae eee ae 
Dy ° oo ‘a Wee ae a, Leon neen oof are Sterne 5 
es < A v a dl <* 7z Soe een Peat 
fi 12 oo a re See a" = 
M } ee o/ we [= 
WS <a er, a SG: eG ae ew 
. tity oe ©. |. 
% % encom mm mamas wb ~okaogteton » = ee ; . ns, = en —— A 
A a “ Ss # .: rants FS 3 ; 
A meses semtce «A Teeteremens cess ; Seman - wecones | 
22ST anage Sank patio ees tee seas ee . hem end tive MOALTWOOE 2h 
ee 3 
: ee ee " 
= 
*y i: 
ecamnemne rr % SE Oe Be Oe an — 
‘ ft = BCre, r ——_____—__ = % Se “cl t tie: 
0 ae — =. — -- 4 PS 4 XK ae 
ee a = : ; S32 > ¥ * il 
tf —_, - yf” me = “> fae se f 7 9 i. 
ae Ss i Mt ‘Sa i sie aie 
ep y aL; SSS 52g co 
7 eae OL aes 2 —— 7 
3s ee ea oe > — os 
i Ash eae hon ab MR i r 
a ice ator. it ax’*” EE : = 
=} -<- + me pounce 7 — a tf Bi Bee ss Wai act. ae 
‘ie Se ee eee SS ’ a i eo . - . Fs, rk Ble 
9 ——————————— bi . ae ‘a e oat, 
: 4, : J ia af 
= VICTORY FOLLOWS THE SHIPS ey “.. 4 4 rR. - 
= ie 4 iy 3 a4 i 
= sm ei ta snl eit Sean ._ fo Bey ? < ee 
= SS eS OE ; 
P : = 3 = = | | | = ee ; 
r ” a . amen ee k oa ud 
one = anions aan shins ven ee ves om 
ae, , — = | 
Sa 3 : 
F. liven , | 
(a ‘age ae : 
_ % - Re Pigg Bath He ‘ Cig a aa 
a ite Se 4 
“i > a 
. , ; d oe ey “a 
\ j so : 4 
ce a ae we ‘7 .. . es 
a es am , Me : af / ? 7 
| i > 
: a ja 
-_ 
= 
{ sia 
Al a z 
Zi : ; 
{ a? 
(C) = —) 8) ~ 
DETAIL 1 M | | a 
102 © | | % 
FELT ; 7 \ 
STRIP : 
Va —S——~ i. 
Se A) Sa " 
Oe (oats a a. ‘ 
2% ~~” / i " 
ry ¥ 
t :B i“ & 
| yh P| * | 
3" ij A 2 * 
4 = eS Pr” 
53 ; 
eee ~ ma 
# 
. . 4 ‘ ’ ? : ‘ < s , ‘i *. ; an : = ; 


Know the "A-B-C's" of good Radio Coverage! 


IN KVOO'S DAYTIME HALF-MILLIVOLT 


AREA 


101% 


as compared to 


ENTIRE STATE OF 
OKLAHOMA 


Including bonus counties in 

Missouri, Kansas and Arkansas, 

making the KVOO market — 
Oklahoma's No. | Market. 


TULSA, OKLAHO MA 


50,000 WATTS 


|its own 
'the most favorable circumstances | 


Houses for Vets 

Worry Democrats 
Washingtcn, Nov. 

administration 


1.—Adding to 
nervousness over 


| 


the future of the housing program | 


is the conviction among “grass 
roots” politicians that lack of 
ample good housing in urban 
areas is one of the decisive po- 


President Truman 
Congressional elec- 


litical issues 
will face in 
tions’ this fall. 

Aware that the opposition will 
blame this shortage on its han- 
dling of the residential 
program, the administration 
little comfort from reports 
sources that under 


gets 
from 
even 


the nation will be short 2,000,000 


| sources, 


|establish homes; 


housing | 


3 


By STANLEY E. COHEN, Washington Editor. 


dwelling units in 1946, with war 
veterans bearing the brunt of the 
inconvenience. 

According to informal NHA 
estimates, only 1.4 million dwell- 
ings will become available through 
construction, deaths and _ other 
while 3.4 million tenants 
will be in the market. Included 
in the 3.4 million are 1.6 million 
married veterans who want to re- 
1.3 million newly- 
wed returning veterans, and .5 
million newlywed civilians. 


small business com- 
mittee raises its eyebrows over re- 
ports from small exporters who 


The House 


say that large brand name manu- | 


facturers, who dominated foreign 


> In 
By 


Dispatch. 


L? 


NZ 
ZH SPOT in OM 


bare 


i 


Represented Nationally oy OMARA & ORMSBEE, Inc. 


(obunbds 


denominational colleges. 


Human Entelligence 


v> Ever hear of a mass market that’s a “class” 


market? It’s 


that billion-dollar, classroom-studded sales area known as the 
HI-spot of oHIo. Its shopping textbook is The Columbus 


Columbus is really a Culture Corner, a beeHIve of the 
three R’s, an educational Eden for those with a yearning for 
Higher learning. Ohio State University alone not only jampacks 
a Stadium for championship football, but draws degree-minded 


students from all over the country. So does Capital U and four 


Smart schedule-making calls for a campaign in The 


Columbus Dispatch, if you want HI acceptance. 


Informed people rely on the 


daily newspaper for ALL the news. 


Advertising Age, November 5, 1: 5 


markets before the war, are 
fusing to sell to exporters, , 
plaining that unfilled domes 
orders will tie up productive ¢ - 
pacity for the next 18 mont 
Suspicious that these firms mi. ; 
actually be planning to ha 
their own exporting, the sm. || 
—_ are hoping to line up sn || 
war goods manufacturers wo 
could fabricate standard type | - 
frigerators, radios and other cv .- 
sumer items for a try at 
starved world market, staff me »- 
bers say. 


OPA Chief Chester Bow), 

| who has learned to digest crow pn 
the interest of Congressional 
lations, let go last week at some 
'of his most constant critics on the 
/hill. To the Smith committee of 
ithe House, Mr. Bowles addressed 
‘a letter expressing “amazement” 
that Congressmen could condemn 
pricing policies without hearing 
|single reconverting manufactur: 
|or a single qualified OPA witne 
Next day, Mr. Bowles took on 
|Ohio’s Senator Robert Taft face 
|'to face before the Senate banking 
|and currency committee, labeling 
“absolutely fantastic’ Taft's 
charge that an OPA envelope 
| stuffer “smeared” business. 

* ie 


Life insurance companies have 
gone along whole-hog in trying to 
| convince returning servicemen 
| that they should hang on to their 
National Service Insurance. So 
| far, the record this time is thre: 
| times as good as after World War 
I, with one of every five service- 
/men keeping his insurance. As 
latest figures show further im- 
| provement to a ratio of about one 
,out of three, Veterans’ Admin- 
|istrator Bradley is asking a spe- 
‘cial life insurance industry com- 
mittee, under Alexander Patterso: 
|of Mutual Life Insurance, New 
| York, to step up the industry’ 
educational campaign. 

Bo tk * 

It will soon be a lot easier | 
get airplane reservations, the line: 
|say, now that those magic four- 
|engine C-54 transports have been 
|released by the Army in sizeabl 
| quantities. How many of the hun- 
| dreds of C-54s will eventually be- 
come luxury commercial liners 
may depend in part on the wishes 
| of manufacturers who want to sel! 
|some of the newer DC-6s and 
'Constellations, but already 245 
itwo and four engine transports 
| have been released by the mili- 
|tary for domestic lines, and there 
| will undoubtedly be many more 


To Sceli & Co. 


| G. W. Carruthers, formerly o! 
Gray Mfg. Company, Hartford, 
Conn., has been appointed sales 
manager of R. G. Sceli & C 
Hartford. 


Walty Named Manager 

F. A. Walty has been named 
manager of the Chicago natio) 
‘advertising office of the Da 
| News, Philadelphia. 


Another 


REPLY-O 


Bonwit Teller & Co., Philadelphia s: 


| 
| “ 


. . the percentage of car< 
turned was definitely higher 
when we used our usual m 
piece.” 

| Why it ups retu "s 


The address on t 


form occupies the 

spot on your letter 

nature needed A 
U.S. largest mailers use } 
MAIL Letter. 


jpNt nts em 


Write for samples today 


The REPLY-0 PRODUCTS 


1590 W 22 St. WY 11 + 215 N. Michigan. Chica’ 
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Meat Institute 
Plans ‘Sell’ Ads 
i) Era of Plenty 


Chicago, Nov. 1—Among other 
ngs, tgere will be a lot more 
at next year, but the American 
at Institute has plans for ad- 
‘tising to make the American 
ciizen spend a greater propor- 
n of his postwar dollar on 
at, and less on “other things.” 
Its plans were announced fol- 
jowing the institute’s annual 
meeting here this week. 
Although the meat shortage is 
expected to be over in the next 
30 or 60 days, the delay in ade- 
quate supplies held back the in- 
stitute’s “horn of plenty” cam- 
paign, Which is now scheduled to 
begin Jan. 1. Meanwhile, AMI 
is using daily newspapers and 
weekly and monthly magazines to 
stress its amino acid nutrition | 
story. 


Will Use All Media 


In 1946, AMI officials say, meat | 
will be plentiful, but a heavy sell- 
ing campaign will be called for. | 
AMI .plans to use a long list of | 
daily and weekly newspapers, 
national magazines, outdoor and | 
radio. In addition, extensive plans | 
are under way to issue home eco- 
nomies books and to release pub- 
licity to food page editors. Also, | 
as a continuation of a war-born 
department, 15 field staff men, 
based strategically around the 
U.S., will push AMI merchandis- 
ing and promotion as a service to 
meat dealers. Agency for the in- 
stitute is Leo Burnett Company, 
Inc., Chicago. 

Optimism over the meat sup- 
ply is based on the announcement 
by Harry E. Reed, Department of 
Agriculture bureau chief, that ci- 
vilians will get 18.9 billion pounds 
of meat this year, compared with 
17.5 billion pounds in °44. This 
will mean about 142 pounds per 
person this year, against 135 
pounds last year and 126 pounds 
from 1935 to 1939. 


OPA Policy Assailed 


While the notes of optimism 
were being sounded, strong cries 
of criticism aimed at the govern- | 
ment’s wage-price policy were 
also voiced at the AMI meetings 
here. Louis Ruthenberg, presi-| 
dent of Servel, Inc., and head of 
the Indiana State Chamber of 
Commerce, asserted: “Chester 
Bowles and his OPA associates sit 


on the price ceiling safety valve, 


and yell to high heaven for sus- 
tained price controls, while other 
departments of government throw 
gobs of fat in the form of wage 
ncreases upon the raging fires be- 
‘ath the economic boiler.” 
Arthur H, Motley, publisher of 
The American Magazine, told the 


S00 


ier ypes ' V aVvalal 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


institute that not production, but | 
sales and service, are the forces | 
to develop and achieve high level 
employment. 

Lt. Martin Hilby, Navy supply } 
corps, told the AMI members that | 
there is no reason to believe that 
quick-frozen meats will be as suc- 
cessful as_ similarly processed 
fish, fruits and vegetables. He 
said there is no proof that freez- 
ing gives the consumer a better 
meat, seasons are not so _ pro-| 
nounced as they are for the other | 
items, and quick-frozen meats are 
more difficult to prepare and cook 
than fresh or unfrozen meats. 

Re-elected president of the AMI 
was Wesley Hardenbergh of Chi- 
cago. James H. McCall, vice- 
president of J. H. Allison & Co., 
Chattanooga, meat packer, was 
elected chairman of the board of | 
directors. 


Adell to Blair 


George M. Adell has joined 
John Blair & Co. as manager of | 
its Detroit office. 


-_ i - 
\73 Years of Service) 


ANNOUNCING THE APPOINTMENT OF 


MR. HAL C. HILLER 


AS 


ADVERTISING DIRECTOR 


OF 


THE WICHITA EAGLE 


MORNING - EVENING - SUNDAY 
September 17, 1945 Wichita, Kansas 


FAIRCHILD AERIAL SURVEYS, INC. 
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Rockefeller Center—largest privately 


HIS IS NEW YORK 


i" 
ifj * 
pitt center in the world. Only 55 U. S. 


cities surpass its 152,000 daily population. 

Here are offices of 1,137 companies, the 
' world's largest indoor theater, world's 
ly largest air conditioning system and ele- 


vators that travel ct 1400 feet a minute. 
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Thaler Joins Agency 


Art Thaler, formerly art direc- 
tor of Paramount Pictures, Holly- 
wood, has joined the staff of 
Schwimmer & Scott, Chicago, as 
creative head of art and produc- 
tion. 


Hamar Rejoins Hoyt 

Capt. James L. Hamar Jr., has 
returned to the copy staff of 
Charles W. Hoyt Company, New 
York, following three years’ serv- | 
ice in the Army. 


The Latest 


AIRLINE SCHEDULES 


AMERICAN AVIATION TRAFFIC GUIDE 


In use constantly by airlines and 
quent air shippers and travellers. 
lished and revised monthly. 


The Standard Guide to Air Transportation 
Fares 


fre- 
Pub- 


— Routings — Maps 
Subscriptions: $5.00 a year 
(12 monthly 


AMERICAN 


American Building 


Timetables 


volumes and supplements) 


AVIATION PUBLICATIONS 
Washington 4, D. C. 


Fate of Bureau 
of Standards’ Work 
Still Up in Air 


Wallace Keeps Plans 
Quiet; Veteran 
Director Retires 


Nov.  1.—Retire- 
ment this week of Dr. Lyman 
Briggs, 71-year-old director of 
the Bureau of Standards, may pre- 
cipitate a decision within the next 
few weeks on the scope of serv- 
ices that the Bureau is to pro- 
vide for industry. 

From the day that Henry Wal- 
lace took over as Secretary of 
Commerce, Washington has specu- 
lated on his plans for the rather 
erudite Bureau, which had already 
built a considerable reputation 


Washington, 


for itself by formulating indus- 


trial standards at the request 
business and consumer groups. 

According to the reports, Mr. 
Wallace was to use this agency 
for something akin to grade label- 
ing; but no one at the Bureau of 
Standards, let alone Mr. Wallace 
himself, would be very specific 
about what was to come. 


Keeps Plans Secret 


On at least two occasions, the 
Commerce Secretary has hedged 
on direct questions about his plans 
for the Bureau. Recently he 
ducked an opportunity to express 
himself on “certification” plans— 
a government “seal of approval” 
for qualifying merchandise. 

One reason why Mr. Wallace 
was so touchy about the Bureau 
of Standards, it now becomes 
clear, is that a special committee 
of leading industrialists, headed 
by Charles E. Wilson of General 
Electric, was urging that the Bu- 
reau confine itself almost exclu- 
sively to academic laboratory 
work and leave industrial stand- 
ards to the American Standards 


Association (AA, Oct. 1). 


of | 


ees 2 


. es . 
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On Mr. Wallace’s desk at the 
moment is a detailed recommen- 
dation from these industries mov- 
ing diametrically away from an 
increase in the Bureau of Stand- 
ards functions. Moreover, it is 
understood that Dr. Briggs, who 
has headed the Bureau for the 
past 15 years, was generally in 


agreement with the Wilson com- 
mittee. 


Suggests Research Aids 


Mr. Wallace has already in- 
dicated that he is unwilling to 
confine the Bureau of Standards 
to “pure science.” Recently in 
announcing his plans for a post- 
war Department of Commerce, 
he suggested a host of research 
services that the Bureau could 
provide to business on both gen- 
eral and specific problems. 

He said that in the past the 
Bureau’s work has been “admir- 
able” but “erudite.” He would 
like to see it put “to more prac- 
tical use.” 

He talked of vigorous promo- 
tion of existing commercial stand- 
ardization work “to increase the 


farmer’s 


HERE are many reasons for the 


keen interest in flying. 


For one thing, he has a landing field 
right behind the barn. But, nrore im- 
portantly, a plane to him is a useful 
farming tool. With it he can inspect 
crops, livestock, fences . 
chine repairs in an emergency, fast . . . 
spot forest fires . . . control insects 
. « « check on soil erosion . . . hop to 
town. No flight of fancy this, farmers 


- « get ma- 


have actually been doing these things. 


It may come as a surprise that this Colossus, the American 
Farmer, is the liveliest civilian-aviation prospect in sight. 


But consider: 


Item: Last August a group of farmer-owned planes, most 
of them piloted by their owners, flew to the first ‘Flying 
Farmer” Day held by Oklahoma A & M. Item: New survey 
shows that 60% of personal planes sold immediately after 
the war will go to residents of rural areas. Item: Check-up 
in Kansas reveals that 455 out of 10,000 farm families in- 
tend to buy a plane, as against only 196 out of 10,000 city 


families. 


Farmers’ interest in aviation proves one thing: They’re a 
progressive clement in the national picture, open to new 
ideas, eager to put them to work—live prospects for all 


like-minded advertisers. 


The farmer’s very progressiveness is the main reason for his 


interest in Country Gentleman. 


In every issue he finds 


more information—more detailed, more authoritatively 
treated—than in any other farm magazine. It’s no wonder 


the American Farmer gives first place to Country Gentle- 
And wins for it a prefer- 
ence and loyalty unmatched among other magazines. 


mang its spirit matches his own. 


What business 


a 
QY 


a curRTis vue 


the farmer’s strength? 


entleman “im 


ul CATION: 


can ignore 


efficiency of industrial and « 

tributive processes.” Whether ¢) 

promotion will be carried 1 
within the Bureau of Standar 
or by one of the new assist: 
secretaries of Commerce is 

organizational problem that 

Secretary has to meet. 


Opposed Standards Work 
Dr. Briggs, from the beginn 


‘of his administration in 1932, was 


cold toward inclusion of the (,- 
dustrial standards work in w) a 
he considered a research orgaiij- 
zation. Shortly after he took «f- 
fice, he signified that he was wij]- 
ing to turn this work over to the 
American Standards Association. 
but protests of dissenting indus- 
trial groups convinced former 
Secretary Dan Roper that the govy- 
ernment should keep control of 
the work. 

Whether Dr. Edward U. Con- 
don, who was nominated this 
week to succeed Dr. Briggs, wil/ 
feel different toward the indus- 
trial standards work and want 
to hold on to it remains to be 
seen. One of the nation’s top 
physicists, and an expert on 
atomic energy and radar, Dr. Con- 
don comes to this government post 
from Westinghouse Research Lab- 
oratories, where he was associate 
director. 

Industrial standards work of 
the Bureau, as carried on during 
the past 23 years, is a far cry from 
any “certification” plan, for the 
Bureau of Standards disclaims any 
interest in giving its official ap- 
proval to any particular product 

130 Industries Covered 


During the 23 years, at the re- 
quest of producer, consumer, labor 
and distributor groups, it has writ- 


ten “‘specifications” for approxi- 
mately 130 industries. At the 
moment about 170 additional 


“standards” are in the process of 
discussion. 

Once written, 
with interested parties from al! 
segments of an _ industry, _ the 
standard is issued after producers 
of 65% of the industry output ac- 
cept it. It is not binding on those 
who do not sign acceptances. 


in cooperation 


In general, the standards are 
“specifications” defining “charac- 
teristics” and terms commonly 


used in an industry, so that a pro- 
ducer may sell or a _ distributo: 
or consumer buy with assurance 
that he knows exactly what the 
other party means in describing 
the product’s qualities. 
Producers meeting government 
standards receive no emblem 0! 
seal, but are free to signify on 
their product, label or advertising 
that they are rating according | 
the official standard for siz 
strength and other characteristic 


Testing No Longer Required 


Use of these standards provid 
a “platform” to improve pub! 
understanding and acceptance 


And you reach the 
cream of the nation’s 
parents—over % mil- 
lion families with 
children—through 


ARENTS 


MAGAZINE 
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roduct and minimize the need 
testing by purchasers, officials 
pointing to the long and 
-aried list of industries that have 
used the Bureau’s services. 
*xperience of 23 years shows 
that few firms are satisfied to get 


minimum standards, they say. 
They deny that it can be assumed 
thet use of standards involved 


suyrender of trade names, trade 
prends or _ individual _ selling 
pt its. 

Know-how can never be in- 
orated into standards, nor can 


5 


Dodge Joins Palmer 


Fred Dodge, with the WKRC 
program and sales departments in 
Cincinnati for the past three 
years, has been named radio di- 
rector of Fred A. Palmer Adver- 
tising Agency, Cincinnati. 


Appoint Kotula 


Kotula Company, New York, has 
been appointed to handle the ad- 
vertising of Aero-Spark Company, 
Hicksville, L. I.; Felea Watch Cor- 
poration, New York, and Berkeley 
Models, Inc., Brooklyn, N. Y. 


Lee Appointed 


Harry A. Lee has been ap- 
pointed sales manager of the San 
Francisco division of Pacific Gas 
& Electric Company, to succeed 
Frank Talcott, who is retiring 
Jan. 1. 


Follis Made President 


R. G. Follis, formerly assistant 
to the president, has been named 
president of Standard Oil Com- 
pany of California, San Francisco, 
to succeed H. D. Collier, new 
chairman of the board. 


Sills Names Three 


Mrs. Gertrude Wilkinson, food 
consultant; Fritzi Squanstrom, for- 
merly account executive of F. 
Darius Benham, and Miss Grace 
Hollings Ellery, formerly. of 
Chrysler Building Corporation, 
have been added to the New York 
staff of Theodore R. Sills. 


Milson Joins Friduss 

Thomas H. Milson, recently re- 
leased from the Navy, has joined 
Gene Friduss Studio, New York, 
in charge of sales. 
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the reputation of the manufac- 
turer, his financial stability, the | 
likelihood of his being in business 
10 years hence, the number of 
points of distribution, amount of | 
service he renders, character and 
quality of his advertising, the 
way he handles his distributor 
accounts and many other aspects 
f the situation,” it is said. 


White Returns and 
Hahn Joins McGraw-Hill 


Maj. E. Dalton White has re- 
turned to McGraw-Hill Publish- 
ing Company, New York, as as- 
sistant to the 
president for 
public rela- 


tions after 
more than four ECAL 
years’ service at The 


in the Army 
air forces. Maj. 
White was for- 


merly news 
editor of Elec- 
trical World, 


and previously 
financial writer 
and public util- 


Maj. E. D. White 
ty editor of the New York Her- 
ald Tribune and New York Jour- | 
ial of Commerce. 

Harry C. Hahn, Philadelphia 
district manager of the dealer di- 


vision of Carrier Corporation, 
Syracuse, for the past six years, 
has joined McGraw-Hill as mar- 
keting director of Electrical Mer- 
chandising, a newly-created post. 


CBS Names Judges 


of Station Contest | 
Robert Collins, N. W. Ayer &| 


' 


&| ud St 
Son, Inc., has been voted chair- | trad qulries and Compan | 
’ . . : " Ac " e 

man of the judging committee for pion ‘es and building oR ngg: In the develo m y plas a 

the $25,000 affiliated station pro- | nclusion of World Ww Or in Louisville Y ent stage, we belj 4 

motion contest CBS is conducting | acilities, n VJ ar], Louisville had will experience un leve the commercial } 

through Nov. 17. Judging will be) uildings wy, -J Day ouisvill la hundreds of Precedented acti uildin 

ompleted Dec. 15, at which time | Pos ~ Were approxim: SVille’s commerc; Vacant stores ivity, At th 

the affiliate doing the best all- °stwar plans of Toy; lately 100% occun; _ Stores, indy "Ss and some idle industri I 

around promotion will receive | respect to site -OUISVille Merchant aor e Stria] plants an . rial 

$10,000, and ten others will be modernizati- and building r 1ts Were in the Side Storage 

awarded prizes from $5,000 to includ 10n Projects are ©quirements M anced Stage at th : 

$1,000. t ide the en arging of “hy ready to start in +h. © than twenty be € close of the War j 
Other judges appointed are Lin- e€ new addition to the buildin In the isvi y-live new or 


nea Nelson, J. Walter Thompson 
Company; Frank Silvernail, Bat- 
ten, Barton, Durstine & Osborn; 
Carlos A. Franco, Young & Rubi-| 
am; C. T. Ayres, Ruthrauff & 
Ryan; Robert Buckley, Dancer-| 
Fitzgerald-Sample; William Dek- 
cer, McCann-Erickson; John 
Hymes, Biow Company; Leonard 
T. Bush, Compton Advertising, | 
and Francis Barton, Benton & 
Bowles. 
Names Seberhagen | 
Pennbrook Milk Company, Phil- | 
idelphia, has named Seberhagen, 
Inc., Philadelphia, to handle its 
dvertising. Outdoor, car cards 
ind newspapers will be used. 
: ‘ | 
Viets Joins Rollman | 
Mrs. Cecile Viets, formerly ad- | 
ertising manager of Sally Ann} 
Shops, Inc., St. Louis, has been | 
ippointed advertising manager of | 
Rollman & Sons Company, Cincin- 
i department store. 


printed selling 


“the little magazine 
with the big audience” | 


DAVIDSON PUBLISHING CO., CHICAGO | 
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THE LOUISVILLE TIMES 
Radio Station WHAS 


We should like to send you 
a copy of our 40-page 
book "28 Business Leaders 
Plan for Louisville.” 
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To Proctor Electric 

Lt. Col. C. G. Duy Jr., recently 
released from the Army air forces, 
has joined Proctor Electric Com- 
pany, Philadelphia, as advertising 
and sales promotion manager. 


chief of the WPB printing and 
publishing division, has already 
reported that supplies cannot be 
bolstered with imports from Eu- 
rope until mid-1946, it is now as- 
sumed that inability of the indus- 
try to work self-regulation will 
force the new Civilian Production 


Newsprint Control 
May Be Extended; 
«- fo Restrict Sales 


Heads Electronic Sales 


Herbert Jenkins, who has Administration to reject indus- 
wise gage Laboratories, | try’s September suggestion that 
nc., New York, after a two-year a : ; 4 | the order be dropped. 
absence, has been named to handle | Washington, Nov. 1.—A report | During the pect quarter and 
sales of Electronic Laboratories’; that U. S. newspaper publishers | | .-eafter ieiiiate aie tran th 
products to other manufacturers.} have already over-ordered 10,- | Ph kone ” = , . . 

‘ ' : wie .’.|use approximately 10% more 
/000 more tons of newsprint for | 


aes wee : {paper than they had before V-E 
PARDON US 'c2P<) 0" Conasian produc: Day. While they ate free to dix 
"Ss ar os r CC |: : 
ae . into inventory for paper, the gov- 
Some New Customers jo a growing belief here this week ernment par ely ° : . 
oan 2 s to control de- 
Are Waiting For You that government control of news-! liveries, and will probably order 
if your business is in something | print use may be continued be-}}) publishers to scale down their 
to ont or drink , | yond the end of 1945. buying 15% in December in order 
+ + « OF. BO year, : ' ; b 
about anything, “Heres x ‘aitst | While it had been hoped that|to balance buying and supply. 
that comer resyende te fhe ee |the government could withdraw | 
jo hts Shep outa with confidence | {70M supervision of the new sprint | an 
and loyalty. Your advertising in| market at the end of the year,| Disinterested observers here 
the industry’s November experi-| pointed out that only two volun- 


these papers can win the response 

and regular patronage of this 7 bil- sf pore : : : 
lence is interpreted as a sign that|tary methods of industry self- 

|removal of 


Anti-Trust Laws Involved 


lion dollar market. Get the facts on 
some of the success stories built by 


advertising in this live field. Drop 
a letter or post card today to 

Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


usage 
would deprive small 


Since Col. J. 


limitations | 
publishers |as alternatives to continued gov- 
|of any hope of obtaining supplies.| ernment controls. 
Hale Steinman,!tioning by 


regulations have been proposed 
The first, ra- 
manufacturers, might 


M & F CIRCULATION CENSUS 


A PLANNING GUIDE FOR ADVERTISERS 


Unique Analysis 
of Coverage 
Shows Where Industrial 
Advertising Dollars Go 


The hit or miss procedure of 
“blanket coverage” is obsolete 
now that industrial advertisers 
have the facts produced by the 
Mill & Factory Census of Cir- 
culation, Every important trad- 
ing area in America is being 
analyzed by Mill & Factory’s 
unique on-the-spot circulation 
force .. . the 1200 salesmen rep- 
resenting 132 leading Industrial 
Distributors. Their experience 
and co-operation brings in these 
facts about each major trading 
area: 

1. Total number of worth- 

while plants. 


2. Their authoritative 
financial ratings. 


3. Names and positions of 
men in these plants who 
receive and read Mill & 


Factory regularly. 


Sales & Ad Managers Say: 


“It’s made-to-order for cam- 
paign planning.” 

Advertising and sales mana- 
gers who want to know where 
their advertising dollars go, 
have found the Circulation Cen- 
sus a real eye-opener. It shows 
exactly what coverage they are 
getting in the vital markets they 
want to reach. 


BRIDGEPORT TRADING AREA 


Sales-rich Fairfield County 
which comprises the Bridgeport 
trading area is a typical example 
of the 132 lucrative trading 
areas put under the microscope 
by the M & F Circulation Cen- 
sus. Proved coverage of key men 
in all the important plants in 
this area makes Mill & Factory 
the number one medium to 
reach the men responsible for 
the big volume buying. 


Mill & Factory 


Plant Rating and Coverage Table 


Bridgeport 
Fairfield County, Connecticut | 
No. of 
Plants 
Excluding Plants 
branch of- Receiving Readers 
fices and Mill & in These | 
Ratingswarehouses) Factory Plants 
AAA 40 40 100° 91 
AA 10 10 100% 14 
A 5 5 100°. 5 
B 18 18 100°% 32 
c 18 18 100°% 18 
Others = *68 _ 76 
MILL & FACTORY’S CIRCULATION 


. covers all worthwhile plants in trad- 
ing area. 


. reaches thc men who can say YES 
and make it stick. 


Unrated or lower rated plants with sub- 
stantial buying power. 


Write or call CONOVER-MAST PUB- 
LICATION, 205 East 42nd St., New 


York 17; 333 North Michigan Ave., | 


Chicago 1; Leader Building, Cleve- 


land 14; Duncan A. Scott & Co., West | 


Coast Representative, Mills Building, 
San Francisco 4; Pershing Square 
Building, Los Angeles 13. 


you take achance that 


_ knowledge on the part 
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run afoul of anti-trust laws, it is 
feared. The second, ANPA sup- 
ervision, also has anti-trust as- 
pects, and, in addition, involved 
thousands of newsprint consumers 
who are not ANPA members. 
The 
Administration is taking over the 
WPB newspaper, magazine, com- 
mercial printing and book indus- 
try advisory committees so that 
it will be in a position to obtain 
industry advice as the situation 


develops. 


Goodrich Names Two 


M. J. Way has been appointed 
sales manager of accessories and 
repair materials in the associated 
tire and accessory division of B. 
F. Goodrich Company, Akron, O. 
James A. Windram has been 
named manager of the St. Louis 


new Civilian Production | 


Pillsbury Loses 
Trademark Case 


Chicago, Oct. 30.—Soy F. 44 
Mills, Inc., has obtained a j, 
ment in federal district court | 
against Pillsbury Mills, Inc., ur je, 
which Pillsbury, found guilt, of 
unfair competition, although ot 
of trademark infringement, is ,,- 
dered to pay damages to Soy F jo 
Mills and to destroy certain 
tons, signs and other adverti 
matter bearing trademarks 
slogans similar to those of the 


| plaintiff, 


The court enjoined Pillsbury, 
from using the trademark 
“Golden Bake Mix,” or any othe: 
name closely similar to Soy Food 
Mills’ trademarks, “Golden Mix” 


Ben 
Car 
Top 


Balti 
as 4 
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$1,000,! 
paigh, 
tion i 
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add $5 
tion fe 

This 
ber, B 
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pte po : gal IS!and “Golden Wheat-Soy Mix,” gill a 
cick nines dieu” s indus-/ pillsbury is further ordered no: tion in 
—s to use the slogan, “The New So, The 
. . Taste Sensation,” or other slogan JRPros™@! 
Joins Edo Aircraft imitative of the plaintiff’s slogan, 9@)@5t Jé 
Frank A. Sutherland, recently|“The Soy Bean Taste Sensation.” [§Y@"°° 
has been named advertising ‘and |; 1h® cout has appointed a spe~ fo <P) 
sales promotion manager of Edo cial paneer bp Seyermning ne a 
Aircraft Corporation, College amount of damages to be paid to Rize 
Point. L. I. Soy Food Mills. Beautt, 
; siecle aniline es erty, L 
Borden Adds Three Rejoins Pedlar & Ryan sll 
George Kienzle, formerly with Gerald G. Hogan, recently dis- [§spendi 
Firestone Tire & Rubber Com-|charged from the Navy, and Mvertisii 
pany, and Walter Stevenson, for-| wearer of three Distinguished sters 
merly with the World Journal,| Flying Crosses, has returned ae 
San Juan, Puerto Rico, have} Pedlar & Ryan, New York, to be mail, v 
joined the public relations staff| in the media department. aviatio 
of Borden Company, New York. ——-— $100,00 
Mrs. Olive Thompson has joined Ohmer Names Executives busine: 
the company’s Chicago office. R H. L. Becker OS) Tae appliar 
ce ee ee 7): ee ker, business con- 
° sultant, has been appointed vice- 
Jessop Shifts Parks president of Ohmer ‘Cucmeenti NY 
Robert A. Parks, formerly dis-| Dayton, O. Other appointment 
trict manager of Jessop Steel/are: F. J. Nichols, assistant t 
Company, Washington, D. C., has|the president; Ralph K. Ulric! 
been named general sales man-|cash register division manage: 
ager of the company’s Washing-| and Col. R. L. Hubler, manage ; 
ton, Pa., office. | of the transportation division. dealers 
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When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 


| goes into that white space is what 


= 


determines the result you obtain. 


You pick your illustration, you 


make a fine halftone, you carefully 


vo over your copy, you are pleased 
with the layout of the advertise- 
ment. So far everything is fine 
until you decide to let the “paper 


“* 
set. 


specify what types are 


So you proceed to either 


i say NO... and here’s why 


of your organization or the 


lications. In modern day con 
tition it also calls for a good ty 
face assortment. And it some tin 
requires a great deal of time ai 
patience to get an advertiseme! 
to have any kind of appearat 
e, tl 


that will satisfy you. Tru 
cost of the space is often 
but no space cost is too sm 
to justify the sales message 
given every opportunity 
the required work succes 


The addition 


to be used in setting Fo 


your advertisement or 


the layout and give ——= 
you what is needed. 
Kither of these acts re- 


quires, for good adver- 


tising, an exceptionally 
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FINCHLEY 


oe is not great a! 


simplicity and « 


handling as we 


Doli chTims-. , 
_ someone on the publi- > Reliability good fine appea! 
' cation will interpret fon on ap not difficult to « 


salient ib Talk it over tod: 


a representativé 
Faithorn Corp: 
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“sure way to 


skilled and technical 


FINCHLEY is a regular user 


of Faithorn Complete Service 


your work, Simp 


phone, Whiteha! 


MEMBER OF ADVERTISING TYPOGRAPHERS’ ASSOCIATION OF AMERICA 
BE, FAITHORN CORPORATION y 
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) Bendix Radio Ad 
¢ [Ccmpaign in “46 


F.0g ’ 

i: Tops ‘45 Program 
rt here (Picture on Page 63) 
‘it. er p.ltimore, Md., Nov. 1.—Ben- 
- ° Bux Aviation Corporation is 
Bn not launching its first large-scale 
Pag ? new paper drive for Bendix radios 


this month, following a year-long 
$1,000,000 “pre-production” cam- 
paigu, in its bid for a leading posi- 
of th tion in the highly competitive 

‘© BP odio set field. The company will 
Isbury add $500,000 to the ad appropria- 
: a tion for 1946 (AA, Oct. 29). 


“0 hs This month and during Decem- 
, Food ber, Bendix will use 130 news- 
Mix” Jgpapers in 70 cities, and next year 
Mix will add more papers as produc- 
1d not getion increases. 
w So The company’s “pre-production” 
slogan Jperogram, which got under way 
slogan [glast January to announce in ad- 
ation.” |evance What Bendix would have 
a spe- [gto sell to consumers after the war, 
e the meexpended $500,000 in 15 maga- 
aid to (zines, including Collier’s, House 
Beautiful, House & Garden, Lib- 
erty, Life, Look, Newsweek, Time, 
The Saturday Evening Post and 
n Woman’s Home Companion. 
ly dis- [§spending $250,000 on outdoor ad- 


anc @Bvertising, Bendix used 24-sheet 
uished posters on 6,500 boards. Direct 
.~ - mail, window displays and unique 
“ Baviation cut-outs accounted for 
$100,000, and $60,000 went to 12 
itives [ousiness publications in the radio, 
s con. pepPliance and furniture fields. 
Pal Signs 8,000 Dealers 
tment The division has spent $80,000 
ant to Bfor dealer cooperative advertis- 
Ulric! ing. It has signed 62 distributors 
ti on an exclusive basis, and 8,000 


dealers. Some sets will be de- 
livered this month and next, but 
large-scale distribution will not 
start until after Jan. 1. 

The company’s new copy, cap- 
tioned “Beautiful beyond belief in 
Ti tone and styling,” will appear in 

the Nov. 24 issue of House Beau- 
tifjul. Similar ads showing new 
Bendix consoles and combination 
models will appear in December 
issues Of Collier’s and Look. The 
‘45 magazine list will remain 
about the same in ’46, although 
Bendix plans to add Country 
Gentleman and some others. Some 
spot radio may be used on a co- 
operative basis, 
MacManus, John & Adams, De- 
troit, the Bendix agency, has 
opened special offices in Balti- 
more to handle the company’s 
radio division advertising. 
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To General Electric 


Clayton P. Dunning, previously 
in Washington as liaison between 
the WPB and General Electric 
Company, has been named man- 
ager of the newly-organized New 
York appliance sales district of 
General Electric. Carleton A. 
Reeves, acting manager of the 
hortheastern district has been 
tamed manager of the company’s 
hortheastern appliance sales dis- 
trict in Boston. 


MISSIONARY MEN 
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were you need them... 
th or without cars 
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NEY YORK: 400 Madison Avenue 
CH'CAGO: 20 East 8th Street 
ST. LOUIS: 1918 Washington Ave. 
10 ONTO: 1162 Dundas Street W. 
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Join Dayton Acme; 
Daco-Lite Planned 


James A. Woolf, formerly with 
Weco Products Company, Chicago, 
and William J. French, formerly 
with International Cellucotton 
Products Company, Chicago, have 
joined Dayton Acme Company, 
Cincinnati, as sales manager and 
merchandise manager, respec- 
tively. 

The company has plans for mar- 
keting, through drug, hardware, 
automotive, electrical and other 
sales channels, a new product, 


Daco-Lite, which operates with- 
out batteries on a hand-generating 
principle and has a lifetime serv- 
ice guarantee. 


Irwin Appointed Editor 

W. Arthur Irwin, managing edi- 
tor, has been appointed editor of 
Maclean’s Magazine, published by 
Maclean-Hunter Publishing Com- 
pany Ltd., Toronto. He succeeds 
H. Napier Moore, who will be- 
come full-time editorial director 
of the company’s 32 national 
magazines and business news- 
papers. 


Lyon Appointed 

Ideal Bath Robe Company, Inc., 
New York and Brooklyn, maker 
of infants’ bathrobes and buntings, 
has named S. Duane Lyon, Inc., 
New York, to handle its adver- 
tising. 


Sports Apparel Show 
to Be Held Nov. 13-15 


Manufacturers from all sections 
of the country will hold the first 
large-scale national Sports Ap- 
parel Show and Merchandise 


49 


Clinic, Nov. 13 to 15, at the Hotel 
Pennsylvania, New York, starting 
at 8:30 p.m. nightly. Men’s wear 
buyers and merchandise managers 
from coast to coast have been in- 
vited to attend. 


Common Sense 


reaches an audience 
interested in 
what's new in this world 
For advertising rates: 


10 East 49th Street, New York 17, N.Y. 


Business WILL NEED, for at least 
two years after production is resumed, all 
the typewriters the manufacturers can 
make. The manufacturers don’t know how 


many that will be, 


but agree it will shatter 


the pre-war record of 1,300,000 in 1941. 

Typewriters are just one small item 
among the many machines and materials 
American business needs now and will buy 
just as soon as possible. 

The American business market is the 
world’s greatest. And yet it is a concen- 
trated market—easily identified and easily 
covered. You can reach the men who direct 
and control at least the top fourth of its 
purchases through just four general busi- 


Pe a PR gf RPMERERme  esnme - 


ness magazines. They are Business Week 
with 126,246 subscribers, Fortune with 188,- 
918, U. S. News with 204,927, and Nation’s 


Business with 456,640. 


The market is so big you need all the 


circulation you can get. And that 976,731 is 
all you can get without going into the mass 
field for the business circulation you can | 
pick up around the edges. 

So use it all. Use more if you can. But, 


anyway, don’t use less. 


NATION’S BUSINESS 


Washington 


~DC 
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Space-Saving Ads 
Offer $40,000 Revenue 

To the Editor: Unable to sup- 
ply the demand for display ad- 
vertising because of an acute 
shortage of newsprint, the New 
Orleans Item has provided 5-line 
spaces at the bottom of its front 
page for eight retailers each day. 

On Sept. 4, eight 5-line reader- 
notice ads set in agate type ap- 
peared for the first time on Page 1 
of the Item. The first line of each 
is set boldface and the other four 
lines are set regular classified ad 


style. The open rate is $2 per line 
but for 52 insertions the cost 
drops to $1.20 a line. Each ad 


consists of 5 lines and most of the 
leading local retailers are now 
using these reader-notices on a 
contract basis. 

The Item’s publisher, Ralph 


This department is a reader’s forum. 


Be. 


5 


7. 
Teray 6 PaaTeS 


Nicholson, suggested the Page 1- 
reader-notice idea and the $15,000 


Letters are welcome. 


annual revenue will supply a 
small part of the substantial ad- 
vertising revenue losses resulting 
from a 30% cut in retail linage 
allotments. Due to unexpectedly 
large city circulation increases 
the Item is rejecting new retail 
accounts and restricting retailers 
to 70% of their last year’s linage 
to stay within newsprint quotas. 

Within 48 hours the Item’s re- 
tail staff obtained contracts from 
New Orleans stores for all the 
available Page 1 spaces. The 
same day the _ reader - notices 
started, Mortimore Simon, adver- 
tising solicitor, asked for per- 
mission to sell the small spaces 
between the Item’s comic strips. 
The publisher approved and in 
one week 16 of these spaces were 
sold on a daily contract basis for 
13 weeks at $5 each, per day. 
Simon was paid a cash bonus for 
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IN TROY, NEW YORK 


They Will Read Your Message and BUY! 


According to the readership analy- 
sis of six consecutive weekday issues 
of the Troy, N. Y., Times Record — 
just published by The 


Research Foundation 


readership for both men and women 
of 119 pages with advertising exam- 
ined during the six-day study was 
higher than the cumulative median 
of all The Continuing Studies to date. 


This high readership of a news- 
paper giving complete coverage in 
a major market with an effective 
$142.124.000* 
presents an outstanding advertising 


buying income of 


buy to all advertisers. 


can tell your 


Advertising 


the median you complete 


pers, Troy’s only dailies. 


Troy is a BIG market and you 


sales story to “every- 


body” through The Record Newspa- 


They give 
coverage at ONE low 


cost of only 12e per line. 


*Special estimate by Sales Man 
agement from basic data in 1945 
Survey of Buying Power. 


THE TRON Res RECORD 
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the idea. 

If continued, the Item will col- 
lect approximately $40,000 yearly 
for the two space-saving adver- 
tising ideas, and 30 New Orleans 
stores will be able to do a better 
advertising job in spite of the 
searcity of newsprint. 

LOYAL PHILLIPS, 

Advertising Director, New 

Orleans Item, New Orleans, 

La. 

yvvy 


To the Rescue 


To the Editor: It is hard to be- 
lieve, but I have it on the word 
of men with character and verac- 
ity, including Wilbur Dewell, 
vice-president and director of Mc- 
Kesson & Robbins, that the news 
story on Page 1 of the accompany- 
ing copy of the Cleveland Press 
and the last page of the second 
section, were born of pure co- 
incidence. 

Things you dream about, huh? 

ELLIotTt D. ODELL, 

Advertising Director, Fawcett 

Publications, Inc., New York. 


[Editor’s Note: The Page 1 
story, replete with illustrations, 
relates how another victim, six- 


legs blistered during a streetcar 
ride, because of the “bugs and 
insect pest on the rolling stock 
of the Cleveland Transit System,” 
and expressed hope that the bug 
killer, DDT, soon would eliminate 
'this hazard to streetcar riders. 
| And the entire back page of the 
same issue, an ad by Marshall’s 
Rexall drug stores, boasts the 


|}merits of a McKesson & Robbins} 


product—Fly Funiral with DDT.] 


v v v 
Complainant Twists Own 
Words, Borders Says 

To the Editor: The Rev. Wil- 
/liam M. Hunter’s letter in the 
| Oct. 22 AA did me one service; 
|it caused me to prowl back 
through my papers and read ‘Ad- 


vertising Greets the Homecoming | 


” 


Heroes,” which I greatly enjoyed. 
I think a lot of us would sym- 


pathize with Mr. Hunter’s desires | 


|for better and more truthful ad- 
| vertising. Most of us, I believe 
quite sincerely, wish that all ad- 
| vertising might attain the ideals 
|'toward which many of us have 


45 
helped it to strive. But | ear 
that Mr. Hunter got himself ca sht 
pretty far off base and pro. eq 
himself just as humanly fa]| dle 
and just as loose in his think y, 
as lots of the rest of us he . By 
demns. 

Perhaps he could make ov , 
much stronger case than he . es 


about the depilatory incident. | 
I can go only on what he ay; 
What the circumstances \ ye 
whether directions were follo veq 
how he can prove his state:en; 
that neither the product no» jt; 
advertising has changed muc\; jp 
“a number of years,” he doesn 
say. I’d like to point out merely 
that pure water has caused , 
great deal of human suffering: go 
has sunshine. I do not agree 
with his implication that the 
maker of a product which pre- 
sumably has satisfied many thous. 
ands is a crook if sOmeone else 
is not happy with it. 

Of course advertising can and 
must tell the truth. But I am 
afraid that Mr. Hunter overlooks 
the fact that truth, like digestj- 
bility, is sometimes a relative and 


year-old Bruce Senkbeil, got his} 


not always a precise thing. Our 
concepts of it can be quite hones 
}and still quite divergent. When 
he says flatly “If the truth won’ 
|sell a product, that product 
economically worthless; its manu- 
facturers being profiteers greedily 
bleeding the public,” he says 
| what seems to me to be a violent 
| departure from the very truth he 
is trying to promote. 

I can think of many ways to 
tell the complete truth about a 
pork chop or any food item which 
would not sell the product at all 
land which would turn M.. 
| Hunter's obviously queasy stom- 


! 
| 


ach. Because a food advertiser 
does not tell those things does 
|!not mean that he is a profiteer 


| greedily bleeding the public, and 
I could use stronger terms than 
I do when I say that Mr. Hunter 
lis not telling what I would regard 
jas the truth when he says s 

| But his last paragraph gives th 
| best example of all. He says nine 
'out of 10 advertisements in cur- 
rent magazines make him retch 
If that were true, I am sure M 
Hunter would be by long odds the 


dreds 
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It’s “boiled-down”’ to the point where it is 
truly the industry's ‘‘handiest” type selec- 
tor! Provides fastest known access to hun- 


of finest type styles. Shows at a 


glance sizes available. It’s so legible and 


comprehendible that making type selec- 
tions becomes a pleasure! . .. May we send 
you a copy today? No obligation of course... 


MONSEN * CHICAG®? 


NOW LOCATED IN OUR NEW, MODERN HOME 
22 EAST ILLINOIS STREET, SUP.12°3 
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ost retche-d of all mortals, but 

will bet down to my last quar- 

r that under a carefully con- 
ucted test with impartial and 

ialified observers that statement 

ould prove to be absolutely not 

ue. He is guilty of using pre- 

sely the same kind of word- 
visting and exaggeration for ef- 
tect that he so bitterly resents in 
anybody else. 

I believe that on sober reflec- 
ion Mr. Hunter would agree that 
the fundamental trouble is not 
with advertising, but with some 
who use advertising unwisely; in 
ther words, the trouble is with 
‘ople. He probably doesn’t blame 
he telephone if somebody insults 
1im over it, and he shouldn’t 
blame the United States mails for 
this letter. Advertising, too, is a 
medium of communication. 

I am sorry that people don’t 
respond only to advertisements 
which are uplifting and above re- 
proach, but Mr. Hunter has a lot | 
of work to do yet before human- 
ity is perfect. If completely me- 
ticulous truth is his objective, 
however, I suggest if I may be 
so bold that he use care before 


| scription cancelled, 


may be considering any such plan. 


GRIDLEY ADAMS, 
149 E. 37th St., New York 16, 
nN. y. 

— F F 


No Eye Appeal 


To the Editor: We have been 
a subscriber to your paper for a 
good many years and enjoy read- 
ing it each week. But the type 
which you have changed to is 
terrible, it is very difficult to read 
and I don’t see the purpose for 
it. Personally I believe if you 
want to keep up your good will 
you should go back to your old 
style. 

EpGar J. MACK, 
Vice-President, Red Top 
Brewing Company, Cincin- 
nati. 

To the Editor: The printing 
process used on one section of 
your Oct. 29 issue is so inferior 
in quality and so difficult to read 
that you may consider our sub- 
if you con- 
tinue with the process. You ap- 
pear to have forgotten that “eyes 
are rationed, only one pair to a 


lifetime.” 
J. M. Cowan, 

Sales Promotion Manager, 

The Dobekum Company, 

Cleveland. 

[Editor’s Note: The eyes defi- 
nitely seem to have it in Ohio. 
Resassure yourselves, gentlemen; 
AA has no intention of fostering 
illegible type on its readers. As 
we have been trying to explain, 
our recent excursion into new 
methods of production was caused 
entirely by inability, because of a 
strike, to operate normally. Now 
that the printers are back again, 
we intend to use only the finest 
products of their art. After all, 
we have to read the paper, too.] 


>, FF ¥ 
Will Reprint Editorial 
To the Editor: May we have 
your permission to reprint in 
Graphic Arts Review the editorial 


arts, that we think as many as 
possible in the industry should 
read it. 

EpWARD L. WALLACE, 
Managing Editor, Graphic 
Arts Review, Philadelphia. 

. a ah 


A Permanent Casualty? 


To the Editor: A gentleman in 
the back room would like to 
know 

When is “Lucky Strike Green” 
coming back from war? 
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No points? 

BRADFORD CORBIN, 
Manager, Market Research 
Department, Coleman Com- 
pany, Wichita, Kan. 


Those Strike-time Issues 


To the Editor: Kind of looks 
as though Ap AGE doesn’t know 
where its next Miehle is coming 
from. 

RIcHARD L. BROWN, 
Chicago. 


“Blocking the Channel,” which 
appeared in ADVERTISING AGE 
Sept. 3? Full credit, of course, 
will be given your paper. 

The information in the editorial | 
is so pertinent to those in graphic | 


‘‘Sure—we're impressionable!” 


these responsive minds by ad- 
vertising to the 2,500,000 boys 
and girls who read and study 
Scholastic Magazines. 


SCHOLASTIC PUBLICATIONS 
220 E. 42nd St., New York 17, N. Y. 


High school students are forming their first im- 
pressions of industry, and of its products and 
services. These impressions will last. These im- 
pressions will become lifelong buying habits. 
Now is the time to make your impression on 


he casts the first stone. 
IRVIN BORDERS, 
Los Angeles. 


> ¥ = 

Keeps Adding Members 

To the Editor: Your Mr. Mur- 
ray did a good job on his story 
about the Inland meeting (ApDvER- 
TISING AGE, Oct. 22) and we want} 
to congratulate your whole or-| 
ganization on its enterprise in| 
getting out such a close to par} 
issue under the difficulties im-| 
posed upon you in the strike. 

Under the circumstances we 
hesitate to say anything about it, | 
but there was a little error in the 
Inland story. The next to the last | 
paragraph says, “Inland member- 
ship was revealed at the meeting 
to total 270 dailies, up 30 from a 
year ago and 67 from 1942.” Ac-| 
tually the total was reported as'/! 

0, and since then, incidentally, 
we have added four more new 
members for another all-time | 
high of 374. 

Won. F. CANFIELD, 

Secretary - Manager, Inland 

Daily Press Association, Chi- 

cago. 


v v v 
Thanks—and Bifocals | 
To the Editor: Thank you for | 
your permission to reproduce the 
iiem about atomic energy which 
appeared in your Sept. 17 issue. 
We expect to run it in our Novem- 
ber issue and we will send a 

copy along to you. 
Congratulations to you and 


Radioactivity worth harnessing 


your staff for the fine job you 
have been doing in keeping Ap- 
VERTISING AGE coming on in spite 
of seemingly insurmountable ob- 
tacles. 
E. R. OssBorn, 
Plant Publicity Director, The 
Carborundum Company, Ni- 
agara Falls, N. Y. 
To the Editor: Sorry you are 
aving so much trouble getting 
ut AA and do wish you the best 
f luck. Personally, the smear of 
type, all blotted in together, is 
0 fine, and sadly I lay AA aside 
too much strain on my. bifocals. 
Hope this clears up soon, 
W. H. ENGLAND, 
Brooklyn, N. Y. 


vvry 
1eeks Employe Thrift 
Jata from Companies 
To the Editor: 

compiling a list of concerns 
iat encourage thrift among their 
nployes. Also, whether any such 
ive their own savings depart- 
ent (similar to Abbott Labora- 
ries’) and pay interest on such 


eposits, whether or not this is in| 


ny way towards encouraging the 
uying of the company’s stock 
iterests. 

Will all such concerns write me 
riefly? This is wanted as the 
asis of an article in prospect to 
‘eat of such methods in general, 
nd for the benefits of others that 


I am desirous | 


“Snodgrass, why did you waste that showmanship 
at rehearsal when you knew it was tonight | 
wanted to bring the house down ?” 


PS . . > 4 
se oe oe oe hn Ue UO ee D8 8 8 8 Ri eee 


COLUMBIA OWNED 


The telegram HAD to wait. WBBM’s 
brand of pre-dawn showmanship, as 
parceled out by Paul Gibson on Sunrise 
Salute, was too engrossing to leave. So 
an executive of Campbell Holton Co., 
Bloomington, Ill., delayed wiring a ten 
gross order for 24 minutes until the 
program ended. The wire was dis- 
patched at 7:03 a.m. Explaining such 
prompt response to Sunrise Salute’s 
FIRST commercial for a product, the 
wholesale grocery executive wrote: 


“‘The moment he (Gibson) men- 
tioned Craig-Martin Toothpaste we 
decided we should be able to sell a 
lot of it so wired immediately ... We 
find that Mr. Gibson’s program has a 
lot of listeners ...and on many occa- 
sions retailers have mentioned his pro- 
gram while placing their orders.’ 

At the moment, Paul Gibson's pro- 
gram happens to be fully sponsored, 
but WBBM’s particular brand of show- 
manship is available. Ask us or Radio 
Sales for samples. 
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exceptional 
man or woman with a 


on national accounts 


have a pleasant, 


Salary and increases 


on you. 
Please reply by lette 


ground, accounts 
Your letter will 
strict confidence. 


Box 6299 Advertising 


be 


Experienced 
Copy Writer 
Wanted 


This growing medium-sized 
4-A Chicago Agency offers an 
opportunity to 


three years’ agency experience 
includ- 
ing food or drug products. 


Must have good, sound sell- 
ing sense and be able to plan 
and write complete campaigns. 
Ability to contact desirable. If 
you can fill requirements, we 
permanent 
spot for you in a friendly, for- 
ward-looking organization. 


telling age, advertising back- 
worked 
held in 


100 E. Ohio St., Chicago, Il. 


t least 


depend 


r only, 


on, 


Age, 


Feed Advertising 
Man Wanted 


Rare cpportunity for 


pay and fine post-war fut 
large, 
leader in its field. Our org 
knows of this ad. 


BOX 6298, ADVERTISING 
100 E. Ohio St., Chicago 


advertising 
manager, assistant advertising man- 


ager, or copy man, familiar with 
feeds, feeding and feed merchan- 
dising. Should be versatile copy- 


writer, able to talk the language of 
feed buyers and feed mills. 


expanding Chicago 


Top 
ure with 
firm, 
anization 


AGE 
11, Ue 


SALES PROMOTION 
and 


offers 20 years experience in al 
@ Consumer 
tions. 


cago or let me forward a res 
experience. 


100 E. Ohio St., Chicago II, 


ADVERTISING MANAGER 
selling @ Direct by mail @ Dealer Service 
Publications @ Tradepaper @ 
Store and Window Display @ Public Rela- 


Grant me an interview if you are in Chi- 


Box 6296, Advertising An. ’ 
inois 


| media of 


ume of my 


THE ADVERTISING MARKET PLACE 
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The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 


spaces per line; light body face 34 per line. 
Wednesday noon preceding publication date. 


cents a line, minimum charge $2. 
Box numbers add two lines. 


Figure bold face heads 25 letters and 


Terms cash with order. Forms close 


Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


WANTED 

A writer that can make words fly— 
A leading aircraft manufacturer in 
the middle west has a job open for 
an aviation writer with imagination 
and daring, plus the ability to write 
from facts. Along with these quali- 
fications, the man _ selected must 
have a pleasant personality, the 
ability to get along well with people 
and the capacity and patience for 
fact finding research. Such a writer 
will find ample opportunity for ad- 
vancement with this financially sta- 
ble, owner managed, , independent 
aircraft company. Salary to start 
is ample to provide comfortable liv- 
ing in a pleasant community that 
is neither metropolitan nor small 
size. For the man who can deliver 
on this job, the future is promising 
and solid with pay in proportion as 
ability and responsibility develop. 
He will also qualify for an inter- 
view at company expense by a de- 
tailed letter of application portray- 
ing a writer that can make words 
fly. 

Box 7738, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


WANTED—CREATIVE USED CAR 
SALES PROMOTION MAN FOR AU- 
TOMOBILE MANUFACTURER. 
The man we are looking for will 
have a broad knowledge of the au- 
tomobile business and a useable un- 
derstanding of the mechanics of 
cars and trucks. Sometime during 
his business career he will have 
worked in or directly out of the 
home office of an automobile or 
truck manufacturer. He will have 
demonstrated his ability to create 
and produce literature to dealers, 
merchandising campaigns and copy 
of a semi-technical nature. In addi- 
tion to creative writing, he will 
have had experience in contacting 
dealers in the management of their 
used car departments and in hold- 
ing dealer meetings. He will be 
under forty. If you think you can 
qualify and are interested in a con- 
nection with a splendid opportunity, 
give age, complete experience, and 
availability in first letter. Include 
samples of work which will be re- 
turned. 
Box 7721, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Space Salesman 
for trade directory. Ohio territory. 
Draw against commission. Income 
above $6,000 annually. 

GEORGE WILLIAMS—Personnel 
209 S. State St., Chicago 


Architectural delineator to render 
perspectives, elevations and interi- 
ors of dealer establishments in color 
and other media for large auto man- 
ufacturer. College graduate pre- 
ferred. Age 22-35. 

Box 7720, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


EASTERN TERRITORY for selling 
radio’s top western and other syn- 
dicated transcribed libraries — na- 
tionally promoted and long estab- 
lished with stations, agencies and 
advertisers. Salary, commission and 
necessary expenses. Complete de- 
tails of your qualifications will be 
kept in strictest confidence. 

Box 7724, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Illustrator for art division of large 
auto manufacturer. Permanent po- 
sition. Give age, complete experi- 
ence and education in first letter. 
Box 7719, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Wanted: Editor and writer by large 
Greeting Card Publishers. Must 
have thorough knowledge of editing 
a complete line of cards. Excellent 


salary. Permanent position. 
Box 7722, ADVERTISING AGE 


100 BE. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Adv. & Pub. Personnel 
Placements of all types with leading 
organizations. 
185 N. Wabash Ave., Chicago 


Chicago veteran interested in learn- 
ing advertising agency business in 
space buying department. Age 23-28. 
Write fully, giving experience in 
armed forces and reasons for choos- 
ing advertising as a career. 


Box 7755, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


BUSINESS MANAGER 

For new publication in the apparel 
trades. Must have experience in 
building and advertising department 
from scratch, circulation manage- 
ment, direct mail selling and gen- 
eral business management. A per- 
son with contacts in the trade pre- 
ferred. 

Box 7758, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


ARTIST 
recognized Wisconsin 
agency handling only national ac- 
counts wants the best all around 
commercial artist $75 a week will 
get. Nice modern work, permanent 
job, good working conditions. 5-day 
week. State age, experience and 
photo. Samples will be returned. 
Box 7757, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MIDWEST ADVERTISING 
REPRESENTATIVE 
As sole sales representative in cen- 
tral west of two fine, old net paid 
professional monthlies, now stream- 
lined. Commissions should earn 
$6,000 to $10,000 yearly. Modest 
drawing account if required but will 
put right man practically in busi- 
ness for himself. Work requires 
industry, high intelligence and un- 
questioned ethics. Not high pres- 
sure. Maturity an asset. Very con- 
genial work for type wanted. 
Box 7760, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Advertising Salesmen, high calibre, 
for Midwest, Pacific and Eastern 
territories of new large circulation 
industrial publication in one of most 
fertile fields. If you are a producer, 
state record of performance and 
fields covered. 
30x 7761, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Small but 


them. 


NATJON 


FIRST in farms owning TRACTORS 


Type of Farm 


LIVE STOCK 
Dairy 
Vegetable 
Fruit 

Field Crop 
Poultry 

All Others 


Big units of live stock mean big acreages of corn to feed 
Big corn acreage means big tractor ownership to 
cultivate it. Big tractor ownership means big tractor driven 
equipment ownership—big gasoline and oil consumption—big 
tractor tire consumption. 


This monthly journal will reach more equipment owners, tractor 
tire buyers, gasoline and oil buyers per advertising dollar than 
can be bought anywhere else in the farm field 


eStock Tho 


THE ONLY LARGE CIRCULATION MONTHLY REACHING THE FEEDER FARMER MARKET 


FIRST in cash income 


FIRST in farms with telephones 50.1%, 
FIRST in value of land and buildings $10,634 
FIRST in farms owning cars 82.9%, 


and 


43.8%, 
38.7%, 
31.7% 
31.3% 

.. 268% 
20.6% 
7.5% 


Source: 16th U. S. Agricultural Census 


160 N.LA SALLE STREET 
CHICAGO 1, iLLINOIS 


Wanted 
Advertising 
Representatives 


Well established and fast- 
growing Sportsmen’s Mag- 
azine in the Southwest 
wants progressive advertis- 
ing representatives in New 
York, Chicago and San 


Francisco. 


Box 6294, Advertising Age, 
100 E. Ohio St., 
Chicago 11, Illinois. 


WANTED: 
YOUNG MAN 


with Brains, Backbone 
and Background 


FAST-GROWING PHARMACEUTICAL house 
(ethical), Chicago, wants young man with 
good educational background to assist ad- 
vertising and sales promotion manager; one 
with ‘'what it takes'’ to grow into his chief's 
shoes and eventually into key man of or an- | 
ization. Prefer man who knows and kes 
the smell of printer's ink and has some 
facility in making layouts. If he has “a | | 
feel for words'’ so much the better, though | | 
this is not a writing job. The real essen- 
tials are: character, brains, industry and | 
! 
| 
| 
| 


adaptability. Adequate starting salary; ad- 
vancement as progress warrants. Enclose 
photograph if available (but it can't be 
returned). Exceptional opportunity for ex- 
ceptional man. Box 6297, Advertising Age, | 
100 E. Ohio St., Chicago 4, Illinois. || 


LET’S HEAR ABOUT YOUR 
GROWING PAINS 

If you are a graduate engineer 
whose experience and interests are 
associated with advertising and 
sales promotion ... if you’ve wanted 
to talk turkey with a progressive 
industrial manufacturer who  be- 
lieves in constant technical research 
... Whose business, for that reason, 
has become the leader in its field 
and whose newest developments are 
on the threshold of an expansive 
future—we want to hear from you. 
Write fully. 

Box 7762, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted—Sales promotion and direct 
mail advertising man capable of 
handling all details for specialty to 
most every business. Must have 
good record and be aggressive. State 
qualifications fully and give past 
record. Box 869, Alliance, Ohio. 


REPRESENTATIVES WANTED 


Business Paper Representatives 
wanted for Merchandising, whole- 
saler monthly in Ohio, Michigan, Illi- 
nois west, N. E. territories. Liberal 
commission and draw. 

Box 7713, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 
Catalog, Sales Promotion 
Can take over complete production; 
pianning, editorial, layouts, art, 
copy, etc., all mediums. Experienced 
in and wants connection with hard 
line, appliance or tool mfr. Married. 
Age 39. $6,500 to start. 
Box 7677, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Writing, publicity, production, ad- 
ministration. Position that chal- 
lenges. No ruts. Literary back- 
ground, college. Excombat infantry 
captain, decorated. 

Box 7764, ADVERTISING AGE 


7 
330 W. 42nd St., New York 18, N. Y. 
Adv., Sales Promotion. Five years 
exp. U. Wis. com. grad. Age 32. Vet 
Airborne Officer wants new start 
with adv. agency or mfr. electrical 
goods. Writes fast, selling copy; 
knows prod.; rough layouts. Ambi- 
tion, initiative. Write Boxholder, 


Room 942, 30 W. Chicago Ave., Chi- 
cago, Ill. 


Vet. 26, Coll. Grad. Clean cut, per- 
sonable, imaginative, flair for copy 
that is creative; produce layouts. 
Seeks niche in adv. 
Box 7763, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


JR. ILLUSTRATION ARTIST _ 
Young man with 6 yrs. study (3 yrs. 
figure, 3 yrs. landscape) and 6 mo. 


pro. Experience. Desires position 
where he can work with highly ex- 
perienced illustrators. Willing to 
locate in any city 


Box 7751, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

Lt. (jz) three yrs. service, available 
after November 10th as copywriter 
or account executive. Thoroughly 
grounded in copy and average size 
account management. Large AAAA 
and medium size agency experience 
in food, beverage, -utilities and tex- 
tile copy. Also feature writing and 


editorial experience. Age 29, BA 
Degree, married, 1 child. Seeks per- 
manent position. 

Box 7753. ADVERTISING AGE 


330 W. 42nd St.. New York 18, N. Y 


COPYWRITER— 
INDUSTRIAL 


Thoroughly experienced and 
able creative writer for trade and 
technical publications wanted 
by large eastern agency. Apply 
only if you are tops in this field 
and willing to live in Philadel- 
phia. Man sought will occupy a 
key position, demanding char- 
acter and approach as well as 
great creative ability. Our or- 
ganization is informed about 
this. 


Write Box 6295, Advertising 
Age, 330 W. 42nd St., New York 
18, N. Y. 


v 


— 


HOME BOOK 
PUBLISHERS 


seek national advertising repr: 
sentation in Chicago, Boston 
New York, Cleveland, Detro: 
and Atlanta. 


California publisher, establishe 
for eight years prior to War, j-. 
expanding with both nations 
and California home _ public: 
tions. Representatives shoul,! 
preferably know Pacific Coas: 
Excellent earnings and exclusiv. 
territories to men of proven 
ability. 


Write qualifications and inte: 
view will be arranged in your 
city latter part of November. 
Address: Francis W. Brown. 
Home Book Publishers, 145 
Second Street, San Francisco 5. 
California. 


WORKING 
ART DIRECTOR 


® Aggressive, smaller 4-A Chicago 
agency is starting art department and 
needs versatile, clever, all-around 
artist. Emphasis on creative layouts 
more than finish. 


®@ Some younger, talented man can 
make a real berth and real money in 
this spot. 


BOX 6302, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


CREATIVE 
COPYWRITER 


® Aggressive, smaller 4-A Chicago 
agency needs experienced, versatile 
copywriter who can create campaigns 
and produce them. Must have agency 
experience. 


® An excellent chance for a "2nd 
man" in some copy department to be 
a copy chief, 


@ A real job and a real salary. 


BOX 6301, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Walter Lowen 


PLACEMENT AGENCY 


Established 1920 as headquarters for 


ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 


Resumes required before registra- 
tion, which is restricted to those 
only who meet our clients’ exact 
ing standards. 


420 Lexington Avenue 
LEX 2-8866 


oi 


COMPLETE 
SALES PROMOTION SERVICE 


Layouts, design, copy, art work and pro: 
duction of all types of sales and ser: «¢ 
materials. 


Leaflets, folders, blotters, brochures, «*t 
alogs, instruction books, sales manu:'s 
new product presentations, conven of 
material, selling portfolios, sales trair 
Prompt action. Reasonable costs. 
ples on request. 


BOX 6300, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illino 


7 2 


Assistant 
Advertising Manager 


Large, electric utility in Middle 
West, needs an aggressive, experi- 
enced, advertising department ex- 
ecutive, with demonstrated crea- 
tive and planning ability, to assist 
in directing broad postwar promo- 
tional advertising program. Un- 
usual opportunity for properly 
qualified man. Good starting sal- 
ary Please state age, experience 
in detail, and salary required. 
Box 6293, Advertising Age 
100 1} Ohio St., Chicago 11, Ill. 


CREATIVE ARTIST 


Ohne of America's finest printers 
looking for a young man with ¢ 
namic ideas, a man capable of me 
ing rough layouts and buying finishe 
art work to fit his layouts. Preferab 
he should have some knowledge < 
printing processes, retouching, typo¢ 
raphy, and other kindred lines. W 
want a young man who can make 
mountain out of a molehill. Please 
write fully giving age, experience 
background, salary requirements, and 
anything else which will serve to in 
troduce you. 


Edward Stern and Company, Inc. 
140 North éth Street, Philadelphia 6, Pa 
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Advertising Age, November 5, 1945 


POSITIONS WANTED 


—ypon’t Let Creative Work Lag! 
Ace free-lance copywriter now asso- 
ciated With prominent art studio. 
Combination geared to serve N. Y. C, 
ind out-of-town agencies and ad- 
vertisers on assignment basis. 
Everything from sound ideas_ to 
complete copy, art and photography. 
pox 7756, ADVERTISING AGE 
oo) W. 42nd St., New York 18, N. Y 


Abie copy and editorial writer, age 
os, 5 yrs. exp. trade journals, house 
organs, newspaper ads, merchandis- 
ing 2 yrs. Army exp. as Public 
Relations Officer, Post Exchange and 
Sales Officer. Prefer location in 
Chicago with occasional travelling. 
pox 7752, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PRODUCTION MAN 

4A agency experience, with excel- 
lent 15 year background in typog- 
raphy, color-engraving, rotogravure, 
all printing processes. Wants posi- 
tion with progressive agency as 
production manager or assistant. 

pox 7766, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


<a MISCELLANEOUS 


WANTED IN CHICAGO 
Office space by Rep. of high grade 
Industrial Magazines. Need only 
minimum of services. 

Box 7754, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FOR SALE —Outdoor Advertising 
Plant in fast growing Northwest 
city of 20,000 population. Twelve 
outside towns. 

Box 7765. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Have you thoneht of fermine= ont 
your house organ, mailing pieces, 
brochures? Try our complete edi- 
torial and production services de- 
signed to help you with any writing 
or production job. Free-lance rates. 
Hasten & Moriarty, 36 W. Randolph 
St. Chicago 1, Ill., Phone: Ran. 7832, 

FREE LANCE COPYWRITERS 

AVAILABLE 

Experienced writers—copy, speeches, 
radio script and continuity. 

Box 7767, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SALES 
MANAGER: 
WANTED 


Leading manufacturer of an 
item sold thru the paper 


jobber, the wholesale sta- 
tioner and the restaurant 
and hotel supply houses is 
looking for a capable, expe- 
rienced man to supervise 
sales. He will headquarter 
in New York City. Present 
sales force numbers approxi- 
mately 20. We visualize a 
man on the under side of 40. 
He will not be handicapped 
by preconceived company- 
ideas as to how he should 
operate. Salary open. Write 
fully — including a snapshot 
of yourself if possible. 


Box 6303, Advertising Age 
330 W. 42nd St. 
New York 18, N. Y. 


MA.OR AIRLINE 
NEEDS 
ADVERTISING MAN 


Should have background of direct 
nail and space advertising—have 
ibility to plan direct mail pieces 
‘hrough copy and rough layout 
and handle complete production 
of such pieces. Give age, per- 
sonal history, present and past 
‘xperience, full description of 
»bility and salary expected. En- 
lose snapshot. Samples of work 
will further your application. 


Box 6304, Advertising Age 


100 E. Ohio St., Chicago II, Ill. 


~ 


Two Join Harvey & Howe 


Marie L. Casteen has joined 
Harvey & Howe, Inc., Chicago, 
home economics counselor, as as- 
sistant to the director of its food 
research laboratory kitchen and 
associate editor of What’s New in 
Home Economics. Elizabeth A. 
Wood, formerly with the Depart- 
ment of Agriculture, has also 
joined the experimental kitchen 
staff. W. D. Johnson, formerly 
with International Harvester and 
Rosenow companies has been 


named assistant production man- 
ager of the company. 


L. A. Art Club Elects 


The Art Directors Club of Los 
Angeles has elected Ernest Turner 
of BBDO as president; Kai Jor- 
genson, Hixson-O’Donnell, vice- 
president; George Boyer, Heintz, 
Pickering, secretary; Gwynn Kirk- 
patrick, Foote, Cone & Belding, 
treasurer, and Fred Kopp, Ruth- 
— & Ryan, as publicity direc- 
or. 

Plans of the club include an ex- 


hibition of West Coast advertis- 
ing and editorial art produced 
during the past two years with 
distinctive merit awards for the 
best pieces entered. 


Nesbitt Returns 


John E. Nesbitt, recently re- 
leased from the Army air forces, 
has resumed his duties as New 
England district representative of 
Williams Oil-O- Matic division, 
Eureka Vacuum Cleaner Com- 
pany, Bloomington, III. 
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The death of Milton S. Hershey, 
chairman of the board of Hershey 


Chocolate Corporation, will not 
affect the company’s policy of 
passing up national advertising. 
In the early days of the corpora- 


ne RC s 
a 
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ANPA Establishes 
Newspaper Library 
American Newspaper Publishe 
Association will establish a libra; 
of material on journalistic an) 
publishing aspects of newspape: 
with research and surveys to b 
gin at once under direction 
ANPA general manager Cranstco 
Williams. Funds will be appro- 
priated to acquire current m.- 


a pool, without identification by 
brand name or the country of 
origin. It is felt that an adver- 
tising campaign _ should be 
launched at once, to publicize the 
Canadian product, possibly a co- 


i 


terials and references. Later 4 
librarian and staff will be e.- 
gaged. 

Members are urged to offer ca:} 
contributions, bequests or granis 


tion, before 1910, it launched one 
outdoor advertising campaign 
which cost approximately $100,- 
000. Company officials regarded 


operative effort on behalf of 
Dominion packers, under govern- 
ment sponsorship. 

oo oo 


To pass Yor... 


* 


it as a failure, and decided to re- Although Procter & Gamble] to be held in a separate fund for 
frain from advertising nationally.| Company, the nation’s No. 1 ad-|the library, as well as to donate 

The company has long used co-| vertiser, has been listed as spend-| volumes, manuscripts, historic:| 
operative advertising, but isn’t |ing a total of nearly $23,000,000 | documents, etc. ANPA sugges's 


notifying the New York office be- 
fore sending material, in order 
to avoid duplication. 


in 1944 for newspaper and maga- 
zine space and network radio time 
—and probably spent more than 
$30,000,000 in all media for a 
score of brands—the expenditure 
for its pioneer brand, Ivory soap, 

- ® currently is running only at $3,- 
Concern is being shown by Can- | 850,000. Duz, with about $4,000,- 
adian packers over the possibility | 000, outranks it. Ivory, however, 
of losing the British market.|is said to be keeping well ahead 
Canadian bacon has been sold from | of Lever Bros.’ Swan. 


divulging figures. Car advertis- 
ing in New York subways has 
also been used, reportedly because 
the company had to have a mer- 
chandising outlet in New York 
subway stations. 


Burton Browne Named 


Burton Browne Advertising, 
Chicago, has been placed in charge 
of advertising of Conlon Brothers 
Mfg. Company, Chicago, maker 
of electric washing machines, and 
Indian Motorcycle Company, 
Springfield, Mass. 


: If you’re 
Y SALES MANAGER, N 
ADVERTISING MANAGER 
or ACCOUNT EXECUTIVE 


~~ at 


SMLES ||| 
TOUCHDOUWS 


Ringing up sales touchdowns is a mat- 
ter of passing product information. The f a~ 


m 


—you appreciate the vast potentialities of a successful sign 
program. 


Signs increase sales 14.6% and make national advertising 5 
times as effective, by actual audited research. Ask us for the 


ire 


: ’ mation to dealers; dealers relay product SUPER proof. 
inf . National leaders know that dealer signs are necessary to com- 
information to consumers. What the plete the sales chain, that they afford the surest way of making 
dealer and his salespeople know—how all other forms of advertising pay out, that distribution without 
th — d dealer identification is sheer waste. 
. idler eerniaectenidserenienanenes An Artkraft® sign program affords the only form of advertising 


manufacturer passes his product infor- 


which permits you to eat your cake and have it too. What you 
invest in dealer signs this year works for you for many years 
thereafter. A reasonable sign budget each year will eventually 
cover all your dealers. 


dise—decides sales success. 


PITTSBURG 
= PAINTS 


A leading trade advertiser says: 


During the past quarter century we have regularly served such 
leading merchandisers as Frigidaire, Shell Oil, U. S. Tires, West- 
inghouse, Lowe Bros. Paints, Nash-Kelvinator, Pittsburgh Paint, 
Delco-Heat, A & P Food Stores, J. C. Penney Co., Western Auto 
Stores, Marathon Oil, Ford Hopkins Drugs, White Auto Stores, 
American Stores, Skelly Oil, Belk Stores, Ely & Walker, Ford, 
Empire Super Markets, National Refining, Mid-Continent Petro- 


leum, etc. 


PRODUCTION HAS STARTED 
We Are Now Booking Quantity Orders 


Additional plant facilities, most modern equipment, streamlined 
production methods, and concentration on quantity orders per- 
mit us to offer the finest signs ever produced at the lowest cost 
in history. Place your order at once in order to get a good 
position in our production schedules. Quick delivery is foreseen, 
especially to customers ordering the same signs as before the 
war. 


“Everything that happens in my intricate operation— 
from raw materials, manufacturing, advertising and 
merchandising to distribution—is decided when con- 
sumer meets dealer.” 


Chain Store Age passes information to chain store 
salespeople through editorial pages prepared by men 

4 with years of specialized training in chain store opera- 
ions and problems—plus signed articles by executives 
of leading chains. 


DELCO-HEAT 


LQ2UCT OF GENERAL MOTORS ———— 


Hundreds of national advertisers make sure chain store 

Artkraft's* exclusive features include Porcel-M-Bos'd letters 
(raised out of the heavy sheet steel background by patented 
process, and 75%/, more attractive and readable); 999/1000% 
perfect neon (actual average record); Galv-Weld frame con- 
struction (no rust, no vibration); and 10-year guaranteed porce- 
lain enamel. 


personnel know their products’ uses, ingredients, qual- 


ity, availability, packaging, company methods, plans, 
research, etc.—through “information passing’ adver- 
tisements in Chain Store Age. 


Thousands of Artkraft® signs everywhere today, most of which 
have been up for many years, are proof of their superior quality. 


The World's Largest Manufacturer of Signs 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby Street * Lima, Ohio, U. S. A. 
' ~ a THIS COUPON FOR YOUR CONVENIENCE _ 
Grocery Grocery Variety Variety Druggist Fountain--Adminis- | | THE ARTKRAFT* SIGN COMPANY 
Executives. Managers Executives Managers Edition Restaurant 


Edition dition Edition Edition Section 1 900 Kibby St., Lima, Ohio, U. S. A. 


tration I Division of Artkraft* Manufacturing Corp. 
Edition | 


1 Please send, without obligation, full details on Art- 
kraft" Signs. 
I ( ) We are interested in a quantity of outdoor dealer 
| neon signs. 
I ( ) We are interested in a quantity of Porcel-M-Bos'd 
l storefront signs. 
SIGNS OF Cee rere eee SPNYST TT Tee ee 


185 Madison Avenue, New York 16 
612 N. Michigan Avenue, Chicago 11 


“Passing the Information to Chain Store Men who 
Answer Millions of Consumer Questions” 


LONG LIFE* FOR | ,.... 
QUANTITY 1 
BUYERS 1“ 
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YOU win “AWARDS” that really PAY 
When YOUR ads appear in the OGJ 
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YOUR 


technical sales material 
... PRODUCED BY OUR 


Wusiuse you are an advertising 
agency or a manufacturer, we con help 
you in the preporation of technical ad- 


vertising . . No matter whot your prod- 
uct (it doesn't necessarily have to be 
electronic), AEC's Industrial Advertising 


Department can produce fully detailed, 


well presented, technically correct and 
attractively styled industrial sales ma- 
terial. 


AEC's Industrial Advertising Department 
vtilizes the Engineering Division to com- 
bine highly competent engineering abili- 
ties with well-rounded skills of writing 
craftsmanship. 


AEC is not an advertising agency, does 
not place ads or sell space, but acts only 
as a consultant on technical advertising 
i.e. industrial sales catalogs . . . technical 
soles brochures . . . instructional media 
. . . visual aids . . . foreign language 
translations. 


Calt or write... 


ASSOCIATED ELECTRONICS COMPANY 


132 NASSAU STREET, NEW YORK 7, N. Y. 
BEEKMAN 3-3912 


INIWLYVdId ONISILYJAGY TVIYLSNGNI 


lite le UD Ulla cl alba ip 


Harari MO, PLACE 


a" at Facet Se a". 2 a 


LIKE Bou 


—and no place like 
Better Homes ¢+ Gardens 
to sell 

2,450,000 familtes 
everything 

that makes for home. 


Gimbel's Video 
Shows Draw Huge 
Audiences Daily 


Philadelphia, Oct. 30—The 
most extensive demonstration of 
television ever held in a depart- 
ment store is being presented to 
the public this week and next at 
Gimbel Brothers. The intra-store 
presentation was opened Oct. 24 
and will run through Nov. 14. 

Supervised by RCA engineers, 
complete studio and control facili- 
ties allow 500 persons to see the 
actual “shooting,” while hundreds 
of others view the programs from 
22 “telesites” located strategically 
throughout the store’s seven floors. 

Advanced development models 
of RCA Victor’s new postwar tele- 
vision home receiver, with screens 
16x21”, are being used. The show- 
ings consist of a series of six 10- 
minute sketches. These include 
a presentation of Gimbel’s beauty 
salon, showing models in the sea- 
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Botsford Gets Account 


National Steel Constr: 
Company, Seattle, has appo 
the Seattle office of Botsford, ‘oy. 
stantine & Gardner for its | jt 
matic electric water heat. + 
Newspapers, spot radio anno. > 
ments and dealer helps wi jp 
used. The campaign will be on. 


son’s new coiffures; a sequence 
with models wearing short-length 
fur coats; a display of new mil- 
linery worn by models; a scarf 
adaptation scene; a combination 
entertainment-merchandising epi- 
sode in which a creator of char- 
acter dolls demonstrates diminu- 
tive “doubles” of famous people, 


and a program showing various | fined for the present, to Was! ing. 
tests which products undergo in 2 alas ti Idaho, Montana anq 
Gimbel’s Bureau of Standards de- ; 

partment. 

The shows are telecast to the Ups Thompson, Barge 
public and a new program will| Truman C. Thompson, formerly 
be offered each week. More than | Pacific Coast division manag: of 
two miles of coaxial and audio ec ne eg gas” us i phot ny, 
cable were installed in the store| ioted to’ telephone pF os 


to provide distribution of the pro- 
grams. 

Window displays describing 
RCA electronics are used as a 
tie-in with the demonstrations. 


ager, succeeding R. Barger, 
promoted to assistant commercia| 
sales manager. 


Perfex Adds Three 


C. H. Gilley, P. R. McGonagle 
and William E, Hoerres have been 
added to the sales organization 
of Perfex Company, Omaha, Neb, 
and Shenandoah, Ia., manufac- 
turer of Perfex Concentrated 
Cleaner. 


Macmillan to Newman 

Macmillan Petroleum Corpora- 
tion, Los Angeles, has appointed 
Paul E. Newman Company, Los 
Angeles, to handle its entire ac- 
count. 


Name 


Company 


Street 


Tr redeployment of radar is on. With its 
stupendous war tasks virtually completed, 
it now turns to civilian fields — activities to 
safeguard humanity. 


Radar's ability to pierce darkness and fog is 
instrumental in guiding ships and planes to 

ort safely. An electronic navigator is now 
oid manufactured in quantity. Installed 
on trains, radar prevents collisions. Its use 
on cars is also feasible. 


Radar technicians—busy during the war de- 
signing, constructing, operating and repair- 
ing the device are continuing at this or re- 
lated activities in civilian life. Thousands of 
men of this type read RADIO-CRAFT. Nat- 
urally, they are live prospects for the items 
you have to sell to the radio-electronic in- 


dustry. 


TELL IT TO THE TECHNICIAN 
through 


RADIO-CRAEFT 


57,394 circulation (ABC) 


Advertising placed in this powerful medium ‘s * 
proven, sound investment. Results follow as ‘ght 
the day . .. that's what our advertisers te us 
Send for our Reader Analysis Survey and learn why: 


MAIL THIS COUPON 


RADIO-CRAFT, 25 WEST BROADWAY 
NEW YORK 7, N. Y. 


Kindly send me a copy of your 
SURVEY. 
Title 
Zone No State A.A. 
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5,000,000 °46 
Redio, Appliance 
Ac Budget Likely 


(Continued from Page 1) 


ing allowances, 

How close the total will ap- 
proach $50,000,000 depends on 
strike conditions, supply of cer- 
tain materials like copper and 
plywood, federal tax policies and 
other matters. It is certain, how- 
ever, that new budgets will be 
substantially greater in the ag- 
syecate than they have been at 
any time in the past. 

For magazines and newspapers, 
particularly, the budgets will pro- 
vide important revenue increases. 
Expenditures in magazines already 
are higher than ever before. Radio 
set makers spent only about $675,- 
000 in this medium in 1939. Elec- 
trical home appliance advertising 
in magazines in 1939 cost manu- 
facturers $3,625,000. The $4,300,- 
000 which these two groups to- 
gether spent in magazines in that 
year is 60% less than they in- 
vested in the same medium in 
1944. The AA survey shows that 
current expenditures, higher now 
than last year, will be still higher 
in *46. 


Radio Gains Most 

The six-year rise in maga- 
zine advertising of radio receivers 
has been more spectacular than | 
that for home appliances. Pub- | 
lishers’ Information Bureau rec- | 
rds show that radio makers spent | 
more money in magazines in the | 
first six months of 1945 than they 
spent in this medium in both 39 
and ’40. Appliance makers are | 
now spending at the rate of $8,- | 
500,000 in magazines. 

Questionnaires returned in the 
AA survey only indirectly throw | 
light on the aggregate amount to| 
be spent for promotion. Only a| 
few of the many companies which 
have so far kept secret their 
forthcoming ad budgets. reveal 
dollar figures in their answers. 
Several manufacturers report that 
they do not yet know how much | 
they will spend. More, by failing | 
to respond to the questionnaires, | 
indicate the same indecision. | 


Budgets Are 5% of Sales 


Some light on the subject came 
n answers to questions as to what 
relation the manufacturers’ ad 
budget would bear to their sales 
revenues. Two large companies 
said their ad expenditures would 
probably amount to 8 and 10% 
f projected sales. Most replied 
that from 3 to 6% of anticipated 
revenues would be used for pro- 
motion, with the median for all 
respondents at about 5%. 

Several companies said they 
lave no intention of tying down 
their promotion budgets to any 
bercentage of sales revenues next 
year. Some apparently expect to 
ve able to sell all the sets they 
an make while the radio and ap- 


| 


dliance shortage exists, and be- 
‘eve that only modest promotion 


*xpenses need be incurred. Others | 
May spend well over the average | 

1e theory that extensive ad- | 
értising and sales promotion next 


— 
—. 
“A Bit of Paris in New York” , 
. ? Ld 
a 
Est 1906 


4 FRENCH RESTAURANT 
REAL FRENCH CUISINE 


LUNCHEON From $1.50 
DINNER From $2.00 


t Famous French Candies 


4 15 EAST S2d ST. 


5 


year will help them greatly when | to be spent in any one medium or to be spent for signs. 
demand falls off and only the fit | invested in cooperative drives will | 
widely vary company by com-/|makers were: In magazines, noth- 
ing up to 80%; 
ing up to 22%; farm papers, noth- 
Percentages Are Shown | ing 


among the competitors will sur- 
vive in the field. 


Differ About Trade Copy 


If many manufacturers in the | 
radio and home appliance indus- 
tries are of one mind about the 
suitability of various media for 
promoting their products, the AA 
survey fails to show it. Almost 
all will use trade publications, but 
such advertising will account for 
very little of some manufacturers’ 
budgets and for most of other 
companies’ budgets. 

The survey reveals that most 
companies will allocate more 
money in ’46 to magazines than 
to newspapers, that very few will 
use spots or radio chain programs 
nationally, and that the amount 


| 


pany. 


hard to forecast how much will be 
spent in the media. In response 
to AA’s questions as to what part | 
of ad budgets will be spent in 
nine specific ways, replies by 
makers of one or more appliances 
range in terms of percentages as 
follows: In national magazines, 
from 6 to 66%; in radio, from 


Similar replies by radio. set 


|50% in newspapers; up to 50% in 


and outdoor posters. 

Asked how they would handle 
cooperative 
answered that they plan to give 
no allowances to dealers, with 
other radio and appliance makers 
planning to devote up to 60% of 
their budgets to this type of pro- 


nothing to 32%; farm papers, 
nothing to 25%; newspapers, | 
nothing to 66%; nothing to 50% | 
in trade publications, and from | 
nothing up to 20% in dealer dis- 
plays, up to 5% in outdoor, up to| 
2% in car cards and up to 2% is| 


the Pepsodent 


radio time, noth- 


Club to Hear Luckman 


Charles Luckman, 


57 


president of 


division, 
Bros. Company, will be the guest 
speaker at a luncheon meeting of 


Lever 


8%; trade publications, |the Agate Club to be held Nov. 5 
Aside from magazine use, it is| nothing up to 23%; nothing up to |at the Hotel Continental, Chicago. 


and up to 16 in signs 


advertising, 


ent office and plant. 
will be remodeled and modernized 
to provide larger facilities for the 
editorial, mechanical and circula- 
tion departments. 


‘Journal’ Expands Plant 


The Chicago Journal of Com- 
several| merce has purchased the three- 
story-and-basement building at 18 
E. Grand Ave., adjoining its pres- 


The building 


GIBBONS 


ADVERTISING 


J. J. GIBBONS LTD. 


BAY STREET. - TORONTO 


TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, 


KNOWS CANADA 


MERCHANDISING 


VANCOUVER 


PHILIP L, GOODWIN 
“I am a regular reader 


Sun. I have been reading Henry © 
McBride’s art articles for many 
years and enjoy them very much. 
I hope The Sun will also take 
an interest in war memorials and 
postwar public buildings.” 


HARVEY WILEY CORBETT 
“I read The Sun because I 
agree with its general pol- 
icy, both in politics and 
business —it is conserva- 


tive, but not hidebound. 


never like to miss what 
David Lawrence has to 
say, and I thoroughly en- 
joy ‘Hi’ Phillip’s column.” 


MORRIS SANDERS 


“The Sun is an excellent after- 
noon newspaper—I read it regu- 
larly while having my lunch. 
Above all I like its presentation 
of the news, also the financial 
page, ‘Hi’ Phillips column and 
the comic page, particularly 
‘Napoleon and Uncle Elby’.” 


No. 52 of a series highlighting the 


Sx‘ 


of The 


. 


ace eptan r 


of The New York Sun among responsthle peopl 


ANTONIN RAYMOND 


“The Sun is written by men of 
vision. Its reporting of the news, 
at home and in foreign fields, is 
sound and big in concept. I like 
the definite constructive policy 
of The Sun’s editorials.” 


Comes te 


WILLIAM LESCAZE 


Although I don’t always agree 
with The Sun’s editorial pol- 
icy, I read it for its complete 
and objective reporting of the 
news, and its fine book re- 
views. I especially enjoy read- 
ing Henry McBride and the 
excellen* art section.” 


AMONG 


NOTED ARCHITECTS 


Architects can fully appreciate the sound 
structure underlying The Sun's forthright edi- 
torial policy and dependable news. Their high 
opinion of The Sun double checks the findings 
of the L. M. Clark organization, whose inde- 
pendent research rates The Sun “one of 
America's best read metropolitan dailies." 


The aikiuiin Sun 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and 
Los Angeles by Williams, Lawrence & Cresmer 
Company; in Boston, Tilton S. Bell 
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58 
Dennis Rejoins WGN 


Bruce Dennis, following over- 
seas duty in public relations as a 
Navy lieutenant, will rejoin the 
staff of WGN, Chicago, effective 
Nov. 15. Prior to his experience 
in the Pacific theater of opera- 
tions, Lt. Dennis was personnel 
officer attached to the staff of 
Comdr. William C. Eddy’s Navy 
Radar school in Chicago. 


THE BAKING INDUSTRY MAGAZINE 


_ Bakers Helper2c 


FACT NO. 31 — 


Renewal 


percentage 
has steadily risen from 
54% in 1942 to 66.6% 
in the latest 12-month 
A.B.C. base period. Plan 
to get your share of 
business from this strong 
readership. 

=105 WEST ADAMS ST 


7 BAKERS ‘HELPE CHICAGO 3 ILLINOIS “= 


270 Broadway, New York, 7. NY. 
PUBLISHED EVERY TWO WEEKS 


‘New CAB’ Starts 
Fight for Lead 
in Radio Research 


(Continued from Page 1) 


mally launched under a joint com- 
mittee of the ANA and the Amer- 
ican Association of Advertising 
Agencies in 1930. It describes 
the structure and scope of the 
“new CAB” since a reorganization 
and expansion program was ini- 
tiated 18 months ago, and its ob- 
jectives to provide ultimately ade- 
quate data on listenership among 
all groups of the American people. 


First Shot in War? 


The book is reported to be 
merely part of a program to com- 
bat with promotion the growth 
of the more “promotional” or- 
ganizations—especially Hooper— 


Tha dihide 


| which may involve CAB’s first 
use of advertising space. 

The program follows the elec- 
tion of Bernard C. Duffy, Batten, 
Barton, Durstine & Osborn, as 
chairman of the CAB board of 
governors, replacing D. P. Smel- 
ser of Procter & Gamble Com- 
pany, who held that post for many 
years; the promotion of A. W. 
Lehman, long the paid head of 
CAB, to president, and the ap- 
pointment of George H. Allen as 
manager and secretary. 


Called a ‘Buyers’ Service’ 


Although executives of the four 
major networks in the last couple 
of years also have been gov- 
ernors, two thirds of the mem- 
bership of the 12-man board con- 
tinue to be advertiser and agency 
executives. Whereas the Hooper 
organization has grown mainly 
on the support of stations and 
station representatives, CAB can 
—and probably will—emphasize 
the fact that it is “the buyers’ 
service.” 

The book, for example, points 


wae deZ] 


ket is expanding! Every day the cir- 
cles are widened by new discoveries 
and plans for more expansion. This 
expanding market, a natural result 
of increased attention to geograph- 
ical surveys, has resulted in more ac- 
tivities in exploration, developments 
and drilling. This expansion necessi- 
tates additional drilling equipment 
and new refinery installations. More 
pipe lines will have to be built to 


facilitate and speed transportation 


from wells to refineries. 


The Latin-American export 
market is opening up rapidly and 
demands for heavy equipment arc 


paramount in the minds of PETRO- 


LEO DEL MUNDO readers. 


Published in their Latin-native 
tongue, PETROLEO DEL MUNDO 


is read by Latin American executives 


interested in 


and equipment that will help com- 


plete this expansion 


teen sie willis a 


REX W. WADMA 


The Central and South 
American petroleum mar- 


technical information 


out that “over 80% of all night- 
time radio programs and over 
70% of all daytime programs on 
national networks are sponsored 
by CAB agency or advertiser 
members.” 


May Play Up Members 


CAB promotion may be ex- 
pected to be built around such 
advertiser executives on its board 
as Dr. Smelser, Robert B. Brown 
of Bristol-Myers, William N. Con- 
nolly of S. C. Johnson & Son, and 
John L. Bogert of Standard 
Brands; and such agency board 
members as Mr. Duffy, Dr. George 
H. Gallup of Young & Rubicam, 
A. K. Spencer of J. Walter Thomp- 
son Company, and Dr. L. D. H. 
Weld of McCann-Erickson. To- 
gether, this group represents many 
millions of dollars’ worth of net- 
work radio buying annually. 

Research by both the CAB— 
conducted for 15 years by Cross- 
ley, Inc.—and Hooper is still in- 
adequate, many advertising exec- 
utives believe, because they reach 
only about 35% of American 
homes which have radios. 


Argue Comparative Accuracy 


CAB recognizes this inadequacy 
by citing among its “ultimate ob- 
jectives . an absolute rating 
service which wiil include, be- 
sides the present 81 cities (re- 
flecting centers of 50,000 and more 
population), smaller U. S. cities, 
rural areas, as well as all non- 
telephone homes.” 

Athough some authorities claim 
that the data on listening provided 
by CAB is 25% more accurate 
than that by Hooper, CAB has 
been much more backward in 
making itself known. Hooper for 
10 years has sold and promoted 
aggressively, with the result that 
‘‘Hooperatings’” are now more 
widely recognized than CAB’s 
“Crossley ratings.” 

A recent—unpublished—‘‘com- 
parison of the data made available 
by the two major radio audience 
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services” listed 60 factors. (Ap 
led in 30 of these and Hoopc jp 
15. In the 15 others, the serv ce, 
were the same. 


Some Examples Cited 


For a half-hour evening pe jog 
for example, CAB had a miuxi- 
mum sample of 3,000 to 4,02:, a, 
against 1,350 for Hooper, and , 
maximum sample of 3,500 to : 
for a quarter-hour, five-a-) 
daytime period, as against a maxj- 
mum of 3,375 by Hooper. 

On “national sets-in-use by 15. 
minute periods twice a month,” 
CAB was found to provide re. 
ports on 81 cities from 9 a.m. ty 
11:30 p.m., EWT, and Hooper re. 
ports on 32 cities from 8 am. 
10:30 p.m., EWT. 

Individual CAB program rat- 
ings, both evening and daytime, 
the analysis shows, are based on 
twice as many broadcasts as are 
Hooperatings. CAB also provides 
“a complete log of all program 
changes three times a year in 
summary form”; “a general inter- 
pretive analysis of trends in lis- 
tening by program types,” and 
an “interpretive newsletter’— 
while Hooper does not. 


Other Side Presented 


In the first 18 months of the 
“new CAB” there was a member- 
ship increase (radio stations ex- 
cluded) of 80. “In the preceding 
one and a half years,” says 
CAB, Hooper had an increase of 
37 in this group. 

On the other hand, Hooper “ex- 
clusives” were reported to _in- 
clude data on “audience availa- 
bility (per cent at home and 
awake)” and on “per cent of 
available audience listening to 
radio”: “talent information for all 
programs”; “individual city re- 
ports with published ratings by 
15-minute periods’; a program 
rating report on the Pacific Coast: 
network audiences by geographic 
area; listing of advertising agency 
for each program, and “program 
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b CA report shows number of cities on ; terment of their clients’ sales by 
op. ~ 4 h rating is based.” pe bi ve, b Scope of Agencies cresting sales training organiza- 
Serv ces CAB followed Hooper a couple Cw vertising ul s M b Wi d d, |tions, and emphasize publicity, 
of years ago in adopting the “tele- Pei... Advertising Federation of ust be Widene | public relations and market de- 
d yhoe coincidental” method of in- ae See formed a committee _ velopment. 
| terv ew instead of the “recall” whe Bp gegen ig 1 Consetors ane oG- Donnelley Says | ——_—___ 
period. ter\ ye can ivianie oak LOSE EO RO iimom_--—_# )Cers tO aid in ge organization of “ 
maxi. oa rs Sev: 9 Aseisiaitod of Canes te Mig gg oR reer Ai iat Preeaares #4 Nov. 1.—A mood for Changes Trim Sizes 
ae S i dian Advertisers, 31st annual} At present there are three district o redpa- er uriges - mph eaagie Diesel Publications, Inc., New 
and a See a Possible Merger meeting, Royal York Hotel, | groups of clubs: The first district their scope in the postwar era to York, ro announced that effec- 
to 5,025 In addition to covering 81 cities, | Toronto. in New England, the fourth in| meet the “highly competitive sit- a Bi Began sinc Pay. 
‘a-\eek MH . .gainst 33 for Hooper, CAB| Nov. 12-14. Life Insurance Ad-| Florida, and the tenth in the} uation which will obtain,” was| pio .c) power & Diesel a 
AMoXI- Bes reports on sets-in-use by | vertisers Association, annual meet- — ' oa on voiced by Lee Donnelley, presi-| tation will be 834x115 inches. 
j-minute periods on seven geo-|ing, Hotel Pennsylvania, New}; a a ae - — dent of the First Advertising 
by 15- ni inst five for | York. aD ee wel Se lols, cnair-! Agency Group, at the organiza- 
month graphic areas, as against I ; N . : : man; Les Hafemeister, Milwaukee; Meats 19h anwunl wiseting Neve 
ae Hooper, and by four city-size _ Nov. 5-29. Financial Adver- J. Rex Huguley, Oklahoma City; An g 
ice Te Boroups, as against none for|tisers Association, annual meeting,| Forbes McKay, Birmingham; Gor- | this week. Evety 
a.m. to Bi yooper. The Homestead, Hot Springs, Va.|don Gardner, Columbus; Robert Mr. Donnelley, president of The 2 ss Pay 
oils Tne Hooper and Nielsen audi-| Jan. 14-16. Newspaper Adver-|N. Fuller, Springfield, Mass.; and| Lee Donnelley Company, Cleve- Busine 
al. to @.ce measurement services came | tising Executives Association, an-| Prudence Allured, Chicago. land agency, said discussions at Th 
into being in the last decade, ad-| nual meeting, Edgewater Beach i Pane ae the meetings indicated that ad- e preferred source 
m fat- @ortising and radio executives| Hotel, Chicago. Castings to F&S&R vertising is destined to experience of daily business news 


National Malleable & Steel Cast-| a tremendous upsurge postwar, for management men in 


laytime, sav, because CAB had its short- : 
ings Company, Cleveland, has ap-| but that to meet the expected 


the nation’s greatest 


1B omings. Even with the advent, "Mees ws’ ; } p- ; 

pie We this year, of Broadcast Measure- Start Builders Ne Prereks | Naaaaal & Smith & Ross,| competition of new agencies for industrial area— 
ie ment Bureau—intended to become sinlet Sous wean’ ne P ing E> “eines pap, new business, existing firms “will| § the Central West. 

gram ee + - - deans 
year ingen ‘Audit Bureau of Circula-| ing and construction industry, has| Rambeau Joins WKRC 9 1S Sr 6 DOO Se 
1 inter. tions” for stations, and perhaps| begun publication with a con-| Clay A. Rambeau, recently dis- lien 

in lis. ater to compete with the others trolled circulation of 10,000. Head-| charged from the Army air forces, He said established agencies | By Bi. mune “fh 
| "g don on individual program listenership | quarters are at 52 Vanderbilt Ave.,| has been appointed to the sales | ™ust enter into research and mer- | j AS @ Bre oy, antes rte 
ie and many executives believe not New York 17. staff of WKRC, Cincinnati, O. chandising; work toward the bet- | a i, 9 % 

re— 


only that there will be too much 
duplication of services but that 
d the services of all of them will 
continue to be inadequate. 


IC THE MAGAZINE FOR YOUNG MEN 


oe Suggestions have been made 
ons dias that all four should be merged. 


“eceding If that should happen, CAB would 


i fight to provide the framework for 
nee *’ Bithe combined organization. Even 

» Ul : 

if it should not, the “new CAB” 

sae “ow intends to fight vigorously to re- 
— sain the position of dominance 
nereia it once held. 

c a- —_ 
ne and Lists New Services 
cent ol The book on “Your New and| 


ung ' Bexpanded C.A.B.” lists 16 services 
| for all Badded in the last 18 months—in- 
‘ity Te Buuding tripling its schedule to 
gs %Y Bnore than 6,500,000 telephone in- 
rogram Beorviews a year; more than 
c Coast; doubling the number of cities 
graphic Beovered; reporting listening habits 


q 


» Agency By time of day, days of week, and 


program Beoacons: adding sex and age of 
Mational network listeners; rating 
ate-night programs for the first 
time nationally, and adding “na- 


tional spot,” transcribed, five- 
ninute, limited and regional net- | 
work program ratings to its re-| 
ports, 

The book asserts that not only | 
advertisers, agencies and networks | 
but “any person and any grcup | 


VA with a stake in commercial net- | 
work radio should and can be- | 
come a member”—including sta- | 
tions and station representatives, 
talent bureaus, program  pro- 
ducers, membership associations, 
educational institutions and for- 


eign companies. 

The “new CAB,” the book em- 
phasizes, “has no special ‘clients,’ 
no ‘customers,’ no ‘private inter- 

on ests’ to champion. Being a tri- 
partite entity, it has no axe to 
grind.” It intends to provide ‘“‘the | 
fastest, most complete, reliable | 
and informative national program | 
ting service consistent with | 
economy of membership.” 


Names Ellis Agency 


lars _lceberg Refrigerated Locker 
systems, Inc., New York, has ap- 
inted Sherman K. Ellis & Co., 
New York, to handle adver- 
Using of frozen food lockers. Ad- > 
vert sing plans await production = 
' the company’s compartment- oO A VITAL MARKET 
ales alized food lockers, which feature = 
beration at room temperature. g 
T MUTHATE 
YOUR MACAZ/NES 
When business papers and general C C lJ 0 
“ag: zines come into your orgoniza- IR LATI N OVER 60 0 ’ 0 00 
_ on -on’t cut them up. Route them to | 
' epartments and then use our | 
{ _, [rice to handle your clipping work. PIC THE MAGAZINE FOR YOUNG MEN - 122 EAST 42nd ST., NEW YORK 17, N. Y. § 
bok et No. 20, “How Business Uses - 
“lippings” tellg how we do it. ADVERTISING OFFICES Se 
‘ eqnes C. W. FULLER, Advertising Director & 
DN’S CLIPPING BUREAU SOUTHERN OFFICE: NEW ENGLAND OFFICE: WEST COAST OFFICE: MIDWEST OFFICE: 7 
NESS rs pes * GENERAL Mr. Walter Meeks Mr. C'ande A. Higgins Mr. Ted Magee Mr. Sam Smart 
RS MAGAZINES 101 Marietta a" eae Eee Inc } + + eh Ay Fs oem Inc. Street & Smith Publications, Inc 
in a v ichi 
- LASALLE ST, CHICAGO 1}, tLlt Atlanta 3, Ga. Boston 16, Mass. . Los hageiee 14, Calif, dl I “itlests 
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you 


popula 


new Haven Label Program 


The Register is rated* the 
7th test market in the U. S. 


— 2nd in New England. § The canners’ labeling program 
With a minimum cost you | has involved special studies of 
reach urban and suburban | the types of information that are 


*independent Survey of Providence Buffalo 


If it’s ae 
A Test  Canners Officially 


want... _| Push Descriptive 


TAKE 


(Continued from Page 1) 
|form terminology for the labeling 
‘of canned fruits and vegetables, 
is a move in the right direction.” 


tion. | helpful to the housewife, and the 
|terms in which the information 
|can best be expressed. Voluntary 


in nature, it calls for the use of 
a few lines of descriptive infor- | 
mation, in addition to the material 


per Payne, NCA’s director of 


KANSAS CITY 
ROOPER INDEX 
July-Aug. "45 


> + $j St + . st + 
WHB | Station | S ee ation — — 


« 


WEEKDAYS A.M. 
MON. THRU FRI. 
5 A.M.—12 Neon 


21.0 | 26.5| 24.5 | 11.1 | 10.4 | 4.8 


WEEKDAYS P.M. 
MON. THRU FRI. 
12 Noon—6 P.M. 


17.8 | 25.3 | 29.4] 15.3 | 9.0 | 1.7 


SUNDAY 
AFTERNOON 
12 Noon—6 P.M. 


18.6 | 34.3 | 23.3} 11.4] 9.0 | 2.9 


SATURDAY 
DAYTIME 
8A. M.—6 PLM. 


21.9 | 33.1 | 20.8 | 15.8 | 6.0 | 1.4 _ 


*f, . ... and here are MORE of. the 
National Advertisers who use WHB 


of 
) . . 
ce \@ ss (Listing continued from last month) 
at — _ , Lee Hats Faultless Starch Dentu-Grip 

cite. . ¥ Palm Beach Suits Lifebuoy Pepsodent 
a Rinso 

* CG MUSIC AND Swan Soap TRANSPORTATION 
= $ v ENTERTAINMENT Super Suds Cc. & O. Railroad 

Why nd ae Pictures Vel T.W.A. 

‘ie Saas : oew's MGM Spic & Span Union Pacific 
E; ES Pal eens (Continved) Natl, Tennis Ch umpionship Perfex 
Fs ¥ roves ¢ | oT ype Paramount Pictures Rockwell's Roach Rid WINES & LIQUORS 

? ticia tee d Ta _— Ice Follies Larvex Dubonnet Wine 
2 a oe _— Republic Pictures Tinte Petri Wine 

ae Lydia Pinkham’s i. intex he , 

i # Mendaco 20th Century-Fox Virginia Dare Wine 
e ae - Mex < : United Artists SOFT DRINKS Swiss Colony Wine 
ae aH Mistol Universal Pictures Coca-Cola WOMEN’S WEAR 

Musterole PAINTS-VARNISHES TEXTILES Formfit 

am NR - Tums Cook Paint & Varnish Co. Textron sat : ial 
ee Pepsoden n Pair Gotham Silk Hosiery 
w ome tint 2} 

e I rund rs Tal Where Water Patite Hite none — Swank Slips 

’ Seen and tel PUBLISHERS Pall Mall RELIGIOUS — 

Sen Produ Collier's Rum & Maple Unity School Christianity 

‘ f Pep Coronet White Owl 

— the Ags ec Kine Features Syndicat eh gs MISCELLANEOUS 

ben's LAnenet ~ sep enn TOILET REQUISITES Associated Laundries 

= Sat y mir Post Bonne Bell, Inc Forum Cafeterias 

N Droy ' ones kK. Fougera Products Hereules Powder Plant 

x Ome ¢ 1 Seventeer Brylereem Index Er nt Se t 
Campana ** Jitter Pe 

666 Cold Tal RADIOS er cape a 

MEN’S AND BOY'S Er son Radio Hinds Honey and Rockmont Envelope 

CLOTHIN SOAPS-CLEANSERS Almond Crea War Battery Company 

Dous Shoes Calgate-Palmolive-Peet r olive Shavi Crear Western Auto Stores 


For WHB Availabilities, ‘phone DON DAVIS at any 
ADAM YOUNG office : 


New York City, 18 11 West 42nd St. LOngacre 3-1926 
Chicago, 2 55 East Washington St. ANdover 5448 
San Francisco, 4 627 Mills Building SUtter 1393 
Los Angeles, 13 448 South Hill St. Michigan 092! 
Kansas City, 6 Scarritt Building HArrison 1161 
You'll like doing business with WHB - the station with “agency 


point-of-view'’. .. where every advertiser is a client who must get 
his money's worth in results. Swing along with the happy me- 
dium in the Kansas City area! 


KEY STATION for the KANSAS STATE NETWORK 
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ae ‘Your Certified’ 
A Suggestion For Effectively Combining Mandatory Information With Additional Voluntary Standard Descriptive Terms on Canned Food biel 
Some label desig . the Iegally req . rang { mandatory in le of facts” panel or box is often eflectively used 


Is New Over-all 
Canners’ Brand 


BRAND NAME __ sweet Peas‘ _ Contiausd from Page 1 
TRADE MARK VERY YOUNG being that all operate under on. 
MEDIUM-SIZE 3 tinuous U. S. government ins)ec. 
at AR B00 ACO tion, in a manner similar to the 
a ee information to th : meat packers. With governnen; 
Product 1 LB. 4 OZ. Spices Al inspectors present in the plant a 
NO. 2 CAN ABOUT 244 CUPS Qa ee ee all times, these canners are per. 
Nee sith tats mitted to use “U. S. Grade A” 
etc., on their labels, and to carry 
SWEET PEAS a shield certifying that the | od- 
ida i Be 6 ee uct is “packed under continuoys 


1) Information required by Federal law ar regulation. ©) Voluntary standard description R 


inspection of the U. S. Depart- 


ement of quantity is very desirable, 


AGREE ON DESCRIPTIONS—National Canners Association has secured ap- mans of Agreurwn. 


proval of various organizations of canners and others for descriptive labels 


While some members of the as. 


embodying information shown on this “label arrangement" which is now being sociation pack all of part of their 
circulated in the field. output under their own names, 


much of the members’ output js 


required by the food and drug | : ; ; 
law. | labeling, is sending a special bul- 


During the next few days, Hap- | /etin on the use of the NCA label- 


ing manual to the canning indus- 
try, covering both members and 
non-members of NCA. It is also 
expected that the bulletin will 
reach owners of “private” brands 
through distributors’ organizations 
before the new season. 

In its bulletin, NCA stresses 
that often only a few simple 
changes in or additions to present 
labels will bring them completely 
in line with descriptive labeling 
recommendations. 


Opposes Grade Labeling 


A staunch foe of grade label- 


tion, NCA has argued persistently, 
in its dealings with OPA through- 
out the war, that labeling stand- 
ards must be based on industry 
experience. 


Even at the present time, at! 


least eight foods are being re- 


viewed by the labeling commit- | 


tee, and canners are advised that ja special bulletin illustrating 
labeling terms for corn, green and| recommended label arrangement 
wax beans, peas and tomatoes,| will be sent to all canners and 


and possibly peaches and apricots, 
may be subject to change before 
the first of the year. 

Labeling terms recommended 
by NCA are developed after care- 
ful laboratory research, under 
supervision of the labeling com- 
mittee and its commodity com- 
mittees. Final definitions adopted 
by the canners and distributors 
are submitted to the Home Mak- 
ers Guild of America to determine 
terms most meaningful and read- 
ily understandable to consumers. 


Uses Trade Experience 
The labeling program is di- 
rected toward “voluntary but sys- 
tematic labeling,’ Mr. Payne ex- 


| 


private label merchandise, ang 
establishment of Certified Food; 
is an attempt on the part of these 
independent canners to develop a 
“national” brand under which al] 


portunity for the judgment and 
experience of many of the im- 
portant elements of the trade, 
producer and distributor to be 
effectively merged in the de- ; 
velopment of a sound labeling | °®" operate and which may ulti- 
program.” mately be promoted on a national] 
Mr. Payne emphasized that the basis. At present, however, pro- 
agreement of canners and dis-|™0tion plans are said to be in a 
A ‘es ; state 
tributor groups on a descriptive nebulous sta an : 
labeling program ought to be con-|. Membership in Certified Foods 
sidered “a most significant de-| 5 restricted not only to canners 
velopment in the furtherance of| Packing under government in- 
better labeling for canned and| SPection, but also to such canners 
glassed foods. who are members of U. S. Ip- 
“The joining of hands of these spected Foods Educational Sery- 
associations in the systematic| ice, and an integral part of the 
labeling of canned and glassed} Your Certified label is the copy- 


: : ce siceinkice Hi ;|righted shield of this service, 
ing and government standardiza- | f00ds is constructive action along 


constructive lines. The food in-| Whereon description of the prod- 
dustry, producers and distribu-|UCt, grade information, and de- 
tors are cooperating to make tails of use and preparation al! 
canned food labeling effective in | @PPear. 


the consumer interest.” By no means are all the mem- 
bers of U. S. Inspected Foods 
Send Labels to Canners Educational Service affiliated 


with Certified Foods or the Your 
Certified brand, and _ individual 
participants in the Your Certified 
movement are expected to con- 
tinue to sell some part of their 
output under their own labels. 


The NCA labeling manual and 


food distributors who have their 
own labels, Mr. Payne said. In 
addition, they will go to all label ‘ : 
salesmen. Symons Joins Doniger 
The manual gives an alpha-| william Symons, recently 
betical list of products, together charge of employe relations at 
with check lists of all legal re-|Chance Vought Aircraft divisio: 
quirements, and voluntary re-|of United Aircraft Corporation 
quirements which should appear|East Hartford, Conn., has been 
on labels. It urges particularly|mamed advertising director 0! 
that terms for voluntary use be — NW Bol ~! Saaiiceon 
ye ong §=6conspicuously sportswear. He will head both do- 
isplayed, but not to the point|mestic and export divisions. Pre- 


| where they overshadow informa-| viously he was Boston regional ad- 


tion required by federal law. vertising coordinator for W. 7 


Grant Company. 
Kohler Named Ad Head McK N aiatel 
Paul W. Kohler, assistant to the cKesson Names opecio 


plained, “to provide practical and| advertising and sales promotion; McKesson & Robbins, Inc., Nev 


understandable information for 
consumers.” The procedure de- 


managergof Westinghouse Electric| York, has appointed Raymond 
Corporaff™n’s appliance division, | Spector Company, New York, to 
Springfield, O., for the past year,|handle advertising of Pursin iron 


veloped by NCA and the distribu-| has been promoted to advertising|tonic and an unnamed new 


tors, he said, “provides the op- 


and sales promotion manager. product. 


AS PUBLUSRES ALL AARTIDAL 
WANERTISING DIFERED 4 


To publish every agate line of advertising ration local advertiser’s space . . . however, 
offered despite newsprint shortages took far- this wasn’t necessary. 
sighted planning and sound thinking. 


The Pantagraph began back in 1939 by mak- tising offered, not because we loved advertis- 
ing substantial space economies intelligently ers, and not solely for the revenue developed. 
to give readers all the news in less space. We sincerely believed that we owed something 


Next, we determined not to ration national 
advertisers because of their complex system of 
planning, production, and sale. We decided Our policy toward national advertisers will 
we could, if optional dates weren’t enough, remain unchanged. 


Che Daily Pantagraph 


i Represented Nationally by 
Since 1846 BLOOMINGTON, ILLINOIS — <presented Nationatty, 


ie 


i no 


Yes, the Pantagraph has published all adver- 


to advertisers and agencies who have contrib- 
uted so much to the American Way of Life. 
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Blue Cross Groups 
Approve $240,000 
National Program 


Nw York, Nov. 1.—Representa- 

of 75 of the 84 approved 
profit hospital-care Blue Cross 
; in the country, meeting here 
this week, veted in favor of han- 
dling local newspaper advertising 
for all plans through J. Walter 
Thompson Company, and recom- 
mended that $3,000 -a month be 
contributed by each participating 
plan to cover costs. 

The combined expenditure for 
local newspaper advertising is 
expected to total $240,000 a year. 

The action was taken -follow- 
ing a report on the success of a 
onsistent campaign by the Mas- 
sachusetts Blue Cross, through the 
Thompson agency, presented by 
R. F. Cahalane, director of the 
Massachusetts group, and Procter 
Redd, advertising director of that 
plan. 


Other Drives Successful 


tiv’ 
non- 
pla! 


Results also were cited from 
advertising campaigns by Blue 
Cross plans in New York City, 
Providence, R. I., Portland, Me., 
Harrisburg, Pa., Albany, N. Y., 
and others. 

Some Blue Cross executives at 
the meeting indicated that the ap- 
proval of JWT as the “official” 
advertising agency may be the 
first step toward a national adver- 
tising program, which would in- 
volve an annual expenditure of 
$750,000 or more. 

A plan sponsored by the Hos- 
pital Service Plan Commission 
points out that “only one in seven 
in America has Blue Cross pro- 
tection. Nineteen million Ameri- 


can are members. Another 
38,000,000 are indigents, incur- 
ables, inmates: of institutions, or 
persons living in the few remain- 
ing areas not served by Blue 
Cross. That leaves 81,000,000 men, 
women and children, still unen- 
rolled, who are eligible for Blue 
Cross membership.” 


JAMES B. MEIGS 

Chicago, Oct. 31.—James B. 
Meigs, 58, western manager of 
The American Weekly, died sud- 
denly yesterday 
in Huron, S. D., 
where he had 
gone on a hunt- 
ing trip with 
his son, James 
Jr., and Larry 
Meyer, adver- 
tising manager 
of Internation- 


al Cellucotton Re 
Products Com- 
pany. 


The two had James B. Meigs 


flown to Huron 

in a chartered plane, piloted by 
James Jr., who is soon to be re- 
leased from the air corps, and 
had hunted for three days. They 
were planning to‘return to Chi- 
cago yesterday. 

Mr. Meigs had held his posi- 
tion with The American Weekly 
since resigning a similar post with 
Curtis Publishing Company 20 
years ago. His brother, Merrill C. 
Meigs, is vice-president of the 
Hearst Corporation. 


WILLIAM B. TRACY 

New York, Nov. 1.—William B. 
Tracy, 53, an executive with 
Campbell-Ewald Company, died 
this morning of a heart attack in 
his home at 891 Park Ave. 

Mr. Tracy started his advertis- 
ing career in 1908 with Frank 
Presbrey Company, New York. 
He became president of Tracy- 
Parry Agency, Philadelphia, in 


A Western home seldom reaches “final completion.” It 
isn’t meant to. As family interests branch out, the Western 
house usually keeps pace. 


A new patio, barbecue, hobby wing to be added ? Why 
not? Folks live here to have fun. They have time on hand 
and money in pocket. And new rooms, rambling new wings, 
or patios, present no climate problem — no heat problem 


in the West. 


With such an interest in home activities, small wonder 
most Westerners prefer to own their homes. (83% of 


Sunset subscribers* do!) 


*Sunset General Survey, June, 1944 


Sunset knows 
Pacific Coast markets 


THE MAGAZINE OF WESTERN LIVING 


San Francisco 


1910, a position he held for 25 
years. He joined Benton & Bowles 
as general manager in 1937 and 
Campbell-Ewald in 1944. 


FRANK T. HOPKINS 

Fort Lauderdale, Fla., Nov. 1,— 
Frank T. Hopkins, 57, president 
and director of the National Out- 
door Advertising Bureau, Inc., 
died yesterday at his home here. 
Mr. Hopkins was instrumental in 
founding NOAB, was elected vice- 
president and general manager in 
1918, and in 1933 became presi- 
dent. 


See | DONALD D. McKIERNAN 


Chicago, Nov. 1.—Donald D. 
McKiernan, 53, veteran Chicago 
advertising and promotion man, 
and chairman for the past four 
years of the Chicago and Cook 
County war finance committee, 
died last night at Passavant hos- 
pital after a seven \veeks’ illness. 

Mr. McKiernan vas on leave 
as vice-president of George F. 
McKiernan & Co., Chicago printer, 
and was a former vice-commander 


|of Advertising Men’s Post of the 
/American Legion. He served in 
the Navy in World War I. 


C. HOUSTON GOUDISS 

Chicago, Nov. 1.—Dr. C. Hous- 
ton Goudiss, 64, publisher of Fore- 
cast for Home Economists, died 
here Oct. 29, following a heart 
attack. His home was in Bronx- 
ville, N. Y. 


Fitzgerald Named Head 
of Crosby Affiliate 


J. H. Fitzgerald, Canadian mer- 
chandising and advertising man, 
has been elected president of the 
newly established Commonwealth 
Industrial Enterprises Ltd., 
Toronto, Canadian affiliate of 
Crosby Research Foundation, Inc., 
Hollywood, Cal. D’Arcy Jones of 
the Hollywood Foundation will 
be a director. 

Within the next six months the 
company expects to introduce 
some 50 new Crosby projects, 
ranging from heavy industrial 
equipment to articles for house- 
hold use, to the Canadian market. 


61 


Butler Shows Appliances 

Butler Brothers, Chicago gen- 
eral merchandise wholesaler, has 
revealed it will enter the major 
home appliance field with dis- 
tribution, through franchised deal- 
ers, of Olympic Radio & Tele- 
vision Corporation radio sets, 
Apex vacuum cleaners, washers 
and ironers, Gibson electric re- 
frigerators and electric ranges, 
National sewing machines, L. & H. 
gas ranges and Stanzero home 


| freezers. 


Ki 1/ Everybody's 
b> NG Getting 


AW ik Na 
X i Canpy INpustry 
AUS) 


THE NEWSPAPER OF 
CONFECTIONERY BUSINESS 


FIRST in 

~ CIRCULATION 

FIRST on Candy 

ADVERTISING 
Schedules 


CANDY INDUSTRY * Don Gussow, Editor & Publisher 
33 West 42nd Street, New York 18, N. Y. 


ONE 


PUFF — 
AND THE CANDLES WERE OUT! 


But that didn't dim our enthusiasm 
for the celebration of 
The Michigan League's 


| SILVER ANNIVERSARY 
| which was held in Grand Rapids 


September 20, 1945 


And here is a little "PUFF" for this association of daily newspaper publishers 


| from non-metropolitan Michigan cities which has resulted in BETTER NEWSPA- 
PERS, IMPROVED AND MORE UNIFORM BUSINESS PRACTICES, ONE GOOD 
ADVERTISING REPRESENTATIVE. . . . Never before have the 26 member news- 
papers of The Michigan League of Home Dailies offered such great advertising 
value as we do in our SILVER ANNIVERSARY YEAR — 1945. 


Albion Recorder 


Big Rapids Pioneer 


Cadillac News 


| 
| Cheboygan Tribune 
| Coldwater Reporter 


| Dowagiac News 
Escanaba Press 


Grand Haven Tribune 


Greenville News 
| Holland Sentinel 


Houghton Mining-Gazette 
|| lonia Sentinel-Standard 


Iron Mountain N 


| Ludington News 


Manistee News-Advocate 


Nilee Star 


Marquette Mining-Journal 
Marshall Chronicle 

Midland News 

Mount Pleasant Times-News 


Petoskey News 
Sault Ste. Marie News 


South Haven Tribune 


ews 


Sturgis Journal 
Three Rivers Commercial 
Traverse City Record Eagle 


Ypsilanti Press 


National Advertising Representative 


SCHEERER & CO. 


35 E. Wacker Drive, 


| Chicago |, Ill. 


441 Lexington Ave., 
New York 17, N. Y. 
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They're Afraid Of The Dark! ............... LER ech es CREE ROE eee RARE STAT American Cyanamid Company 


An inky black cloud in the sea, produced by a chemical compound, means ee a 


safety for our sailors and flyers, forced down in waters infested with 
man-eating sharks who, of all things, are afraid of the dark. 


You Can Really Pack It In The ‘“‘Packet”....... ee sen MWe; héscteedana Fairchild Engine and Airplane Corporation 
, , . ‘ . Cecil & Presbrey, Inc. 
Designed and built for the Army Air Forces the Packet is built 


like a box-car, and its future is peacetime cargo. 


I oe eae Ge Oi a a ge kg « RA’ Abe eA OA OREN pews Hagan Corporation 


. , on . Ketchum, Macleod & Grove, Inc. 
Vitreous sodium phosphate at the rate of a few parts per million — licks the i a ee on 


mineral deposits in drinking water in more than 600 cities, prevents 
hardening of the arteries for millions. 


This Worm Turns........... Po NE Rss 6p EMER Ts Oey kas HEE SSSR EA . .Rustless Iron and Steel Corporation 


: St. Ge & Keyes, Inc. 
He feeds coal to furnaces, and helps convey many other materials. One of the — Y 


many operations made more efficient, more economical by the expert 
application of stainless steel in industry. 


& 


“Everything But The gi OS ee ae a eee (eset OPC Faw E. B. Badger & Sons Co. 


N. W. Ayer & Son, Inc. 
And ONLY rabbits can produce faster than the process engineers who “ph site te 


designed, erected, equipped and placed in initial operation the 
first large-scale Penicillin plant. 


Steel Hands — With A Mother’s Touch ........ Terr, eS dae Ps. ‘ss kia Oe ee ie Shell Oil Company, Inc. 


. or ; —— J. Walter Thompson, Inc, 
Plane-to-ground transit for a wounded Marine is made painless by a machine's , ' 


tenderness. And that tenderness is made possible by scientific lubrication. 


ee ee TS Te ccc cee ent ae ces 4b dines ees eaedwa ew de Zenith Radio Corporation 


m4 ‘ MacFarland, A d & Co 
The story of a ‘‘No"’ that should have been ‘‘Yes"’ is part of a campaign that a ad mpeny 


has helped to make hearing aids as socially acceptable as eyeglasses. 


Couple Of Dumbbells Do A Smart Job of Pushing “"" "°° 12 ee eee Dresser Industries, Inc. 


Ful i , 
Shaped like dumbbells, the impellers in a blower control air or gas in precise oS one ee 


amounts and at precise pressures. 


> Good copy is never wasted. But good headlines — whose func- 
tion it is to catch readership with the turning page — come closer 
to being wasted in FORTUNE than in any other magazine. For 
96°, of the people who read FORTUNE do not need the stimula- 
tion. They read the advertisements anyway. 


They read them because to the Management Man, the advertising 
in FORTUNE is editorial in character — and is as pertinent to the 
job before him as the editorial content of the magazine itself. 
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112 


233 


298 


FORTUNE — THE MAGAZINE OF MANAGEMENT — IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT . 
MEN. 85 °/, of FORTUNE's 188,000 subscribers are management men — and survey after survey shows that advertising in FORTUNE 


reaches management more certainly, more effectively, and more economically than in any other magazine. 
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PHOTOGRAPH 
OF THE 


BENDIX RADIO 


CED BERD DORON + HENLE AVA TON COMME ARON + Ras *MCO! 8 wARY. Ome FESS? a 
_ ‘ 


2d enti” 


TONE AND STYLING'—Scheduled for the November issue of House Beautiful 

and the Nov. 24 Saturday Evening Post is this color page in which Bendix Radio 

division features beauty and utility as well as the tone of its instrument. (Story 
on Page 49.) 


VIDEO CONFAB—Talking over the current demonstration of intra-store 

television at Gimbels-Philadelphia are left to right, Bernard Gimbel, president 

of the department store; Frank M. Folsom, executive vice-president in charge 

of the RCA Victor division of RCA, which supplies the equipment, and 

Arthur C. Kaufmann, executive head of Gimbels. The video test continues 
through Nov. 14. (Story on Page 56.) 


‘2 GAGS HERE—Bob Hope, in Detroit, visited the Cadillac Motor Car 


EEK 


UNITED WAR CHEST 
WR GRETZ SHE OKS Ke ere me 


STILL WORKING — William Gretz 
Brewing Co.'s animated display, which 
has been contributing to various drives 
throughout the war, is now appealing 
to Philadelphians for contributions to 
the United War Chest. The sign was 
designed by F. H. Seberhagen, presi- 
dent of Seberhagen, Inc., Philadelphia 
agency. 


PLASTIC BRIAR—The briar root and 

hand in this new promotion piece for 

Custombilt pipes are made of molded 

plastic from an original sculpture, and 

the unit holds an actual pipe for coun- 
ter or window display use. 


NEW PACK—VitaMight, diet supple- 
ment consisting of two capsules—vita- 
min and mineral—made by Vital Foods 
Corp., Evanston, Ill., formerly packed in 
a flat-wax-lined box with a cardboard 
divider, now appears in two separate 
bottles packed together in a two-color 
printed box. 


REGISTER APPROVAL—Looking over ads in the Texsun grapefruit juice 

campaign being readied by the Texsun Citrus Exchange are, standing: 

J. D. Grafton, ad manager of the group; Howard A. Jones, executive 

vice-president, Grant Advertising, Chicago; George Buchanan, merchan- 

dising manager, Texsun; Sam Hepworth, vice-president of Grant in Dallas, 

and Lorne Hamme, assistant manager of Texsun. Seated is W. Graham Kil- 
lough, manager, Texsun Citrus Exchange. (Story on Page 14.) 


COMMUNITY CONFAB—At the recent meeting of the New York State Maga- 

zine Representatives Club were Ed Bedfor, coordinator of advertising, Oneida 

Community Ltd.; Carl Williams, vice-president, Batten, Barton, Durstine & Os- 

born, Oneida's agency; Harley Noyes, director of sales of Oneida and speaker 

at the meeting; Alex Osborn, chairman of the board, BBDO, and M. E. Robert- 
son, general manager of Oneida. 


This new Esso poster is appearing on some 2,500 boards from Maine to 

Louisiana. Checking the art work are, left to right, L. S. Briggs, vice-president 

and general manager, McCann-Erickson, New York; R. M. Gray, manager of 

advertising and sales promotion, Standard Oil Co. of New Jersey; J. L. Deane, 

vice-president in charge of the Esso account, McCann-Erickson; W. N. Farlie, 

in charge of Esso's outdoor ads, and H. K. McCann, president of McCann- 
Erickson. 


7 


NEW ‘NATIONAL’ BRAND—Canner members of U. S. Inspected Foods Educational Service, all of whom operate under 
government inspection and grade label their products, have adopted ‘Your Certified’ as an over-all label which may 
ultimately allow them to sell nationally under a single brand name. (Story on Page |.) 


i. 

D vision plant to inspect the 1946 model he has on order with a Los Angeles 

d aler. Accompanying him were Nicholas Dreystadt, center, general manager, 
and Charles H. Betts, merchandising manager. 
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Like thousands of other blind persons, rex, of is able to share the joys and benefits of reading by E- 
means of raised or embosse Ay which she follows with her fingers across the page. artis 
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G 
Eternal silence and darkness joys and sorrows, failures and successes one feels the keenest ing true stories of human accomplishment and endeavor . . . md 
... mo slightest sound... no interest—that indeed is a happiness too deep for words.” research . . . exploration . . . love and conflict . . . hope, hap- “re 
aintest cleam of licht. No ‘ P piness, heartbreak and tragedy . . . art . . . history . . . medi- wal 
to yircone . wrt to Reading .. . Bringer of Light cine. Two titles from recent issues—“Heavy is the Crown of to | 
warm the heart. Into the darkened world of Helen Keller reading brought Boouty, costing wm he sonenine “ auoeipennmnet Pye oare ns 
an awakening flood of light . . . just as reading has always and The Ultimate Allergy,” ene oe unusual human s 
served to bring the light of knowledge into the hungering ailment—suggest only faintly its all-inclusive interest and range. me 
Into this dread world of shadows, a sudden illness plunged , ; d , in 
a little baby girl. Only 19 months old, with all the wonder oat a pao lege carmaainhodage die agp ee ee ee ind 
and beauty of life just beginning to unfold about her, she lost Almost without exception, the great figures of history have a wee ae acne Soma Me ae . : Ap 
her sight, her hearing, even the power of speech. been tireless readers. For it is the impression value of what This exciting and ever-fresh story of history-in-the-making the 
ri For sleet six years Melee Keller lived tke a peices | %* reads that registers indelibly and is never forgotten. is brought regularly into more than 8,000,000 homes—the “N 
A within a tomb, cut off from everything. Then into her life Some of the most varied and informative reading of our ey eee Seer ‘ 
1 came a wonderful teacher and companion, Anne Mansfield time is to be found within the pages of The American Weekly, The manufacturer who associates his product or his fal 
: Sullivan, through whose devoted aid the lonely child slowly the magazine which is distributed through a group of great company’s name with such an influence is tying in with tuc 
but surely reestablished contact with the world. Sunday newspapers from coast to coast. For here are tascinat- _—the greatest known force in advertising. y 
: So well did Helen Keller progress, that she learned to sce 
read, write and talk, graduated with honors from Radcliffe ? 
College, mastered the typewriter, and wrote six books! 
Her reading was finger-reading, from embossed type. Braille ; 
editions were available of such books as The Bible, Paradise u 
Lost, Hamlet, Pilgrim's Progress; as well as atlases, encyclo- Greatest me 
pedias, scientific works, etc. These she read . . . and the great Circulation 
world of thought and nature began to take shape within her in the World } 
mind. 
What this meant to her she herself has most movingly 
described: “I doubt if anyone who enjoys the wondrous 
privilege of seeing can have any conception of the boon (of ssnen Genet: seb Coates te, Dee vein et ¥. ‘ 
reading) to the sightless. To be able to read for oneself what BRANCH OFFICES. 5 Wrathrop Sq., Boston 10 +» Arcade Bldg., St. Louis 1 + Hearst Bldg., Chicago 6 + 101 Marietta St., Atlanta 3 a 
is being willed, thought and done in the world—in whose Hanna Bldg., Cleveland 13 + General Motors Bldg., Detroit 2 + Edison Bidg., Las Amgeles 13 + Hearst Bldg., Sam Francixce 3 ze 
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